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FILLER 


to keep sales moving fast on all items 


“We have to refill our Lufkin Turnover Target 
every week,” reports Tennant Bros., Tampa, Florida. 
Lufkin measuring tools are that popular. And a 
well-stocked display keeps sales moving. Other 
dealers report: 

“It’s doubled our business. . . proved that stuff 


kept under the counter is wasted money.” 
“Turnover up 70% ... and I’m using less space.” 
*‘My turnover has more than doubled.” 


LUFKIN’S EXCLUSIVE SELF-SERVICE CENTER for 
all. types of popular measuring tools sells them on 
sight! Join the dealers who are now cashing in. If 


you don’t have a Lufkin volume-building Turnover 
Target, call your wholesaler for information. If you 
do have one, keep it stocked. You’re losing sales 
when you don’t. 
WHY STOCK TWO 
WHEN ONE WILL DO-—/F IT'S... 


UFKIN 


SAGINAW. MICHIGAN 
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ee, a CARPET TONES SELL ON SIGHT... 
ARE YOU GETTING YOUR SHARE OF THESE SALES? 


Since their introduction a few months ago, Vina-Lux Carpet Tones have 
become national best-sellers. The reason is simple: Buyers like this deep-textured 
“carpet” look...and they like the superior surface and easy care of Vina-Lux vinyl 
asbestos tile. And you will like the extra profits Vina-Lux Carpet Tones can 
put in your cash register — they're so easy to sell! Call your Azrock 


distributor today... he has samples and details! 


AZROCK FLOOR PRODUCTS DIVISION 
Specialists in the manufacture of vinyl asbestos and asphalt tile flooring 
UVALDE ROCK ASPHALT CO, ¢ 591D FROST BANK BLDG,.* SAN ANTONIO, TEXAS 
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Hedyy duty Pickering truck being loaded with 


“Gold Medal’ logs on west slope of Sierra 
Nevada mountains . 


PICKERING 
“GOLD MEDAL” LUMBER 


Pickering ‘‘Gold Medal’’ lumber assures 
you and your customers dependable 
value. ‘‘Gold Medal”’ quality begins with 
the log. ‘Gold Medal’’ lumber is soft, 
mellow-textured, well-manufactured. 


Pickering overlooks no detail in manu- 
facture and shipping that will add to the 
satisfaction you and your customers get 
from the home built of Pickering ‘‘Gold 
Medal"’ lumber. 


It will pay you to specify Pickering ‘‘Gold 
Medal"’ lumber every time you order— Always look for the Pickering Brand. It is your 


assurance of ‘“‘Gold Medal'’ quality lumber 


Sugar Pine, Ponderosa, 
White Fir 
Incense Cedar 


NOTE: Pickering’s New Ultra-Modern ‘‘GOLD PLY” 
White Fir Plywood plant is now operating at capacity. 
Let us tell you more about Pickering “‘Gold Ply.” 


PICKERING s 


— £ 
LUMBER CORPORATION Ss ii a a 


Standard, California (Near Sonora, Calif.) 


MILLS: Pickering Lbr. Corp. Standard, Calif. a as 
West Side Lbr. Co. Div. Tuolumne, Calif. piveesecss TiTrrivsritiseeiee 
Telephones: Sonora JE 2-7141 oy THEIL THUG EET Tt os Gee § i 


Tuolumne WA 8-4213 
TWX: Sonora 116-U 


Pjckering’s ‘Gold Medal" lumber comes in all 


elalslelccMl( Tut MRalMmlelil Medlaliiaiaiiels 
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JANUARY CONVENTION CALENDAR 


10-15—Northwestern, Armory, Minneapolis. 
15-17—Kentucky, Kentucky hotel, Louisville. 
19-21—West Virginia, Daniel Boone hotel, Charleston. 


21-23—Northeastern, Statler-Hilton, New York. 

21-22—Southwestern, Missouri, Municipal Auditorium, 
Kansas City. 

29-Feb. 2—National Assn. of Home Builders, McCor- 

mick Place, Chicago. 

31-Feb. 2—Middle Atlantic, New Jersey, Chalfonte- 
Haddon Hall, Atlantic City. 

31-Feb. 2—Ohio, Veterans Memorial Blidg., Columbus. 

31-Feb. 3—Mountain States, Colorado, Denver Hilton 
hotel, Denver. 


“DSC” means Dealer Sales Control, a phrase coined by this 
magazine to focus attention on the most profitable business 
methods used today by dealers and wholesalers. It is one of 
the permanent management principles which guide the edi- 
tors in reporting and interpreting industry trends. 
Controlling the sale at dealer level can stem from land con- 
trol, prefabing, financing, Home Center stores, strong retail 
advertising, installation services, sales of new homes or re- 
modeling packages to builders or consumers. 

DSC means product brands and specifications controlled by 
the dealer. 
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and Canada, (26 issues) $8 for two years $10 for three years. Foreign, $20 for 
one year. Single current copy, 50¢. Back copies $1 encept Buying and Product 
Data File which is $2. Entered as second class matter October 2, 1946 at the 
Post Office in Chicago, Ill. under the Act of March 13, 1879. Copyright © 1961 by 
Vance Publishing Corp. y 
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THE EDITORS’ VIEWPOINT 


What's in a Name? 


No name could be more closely related to lumber than Weyer- 
haeuser Timber Co. But, through the years, raw timber has become 
only a portion of this company’s materials lines. So last year the 
name was changed to The Weyerhaeuser Co. 


For many years, Boise-Payette was the name of a prominent West- 
ern lumber iineyard. Seeking to accurately describe the company’s 
retail stores and yards, all of the Boise Cascade retail branches are 
now known as Bestway Building Centers. 


The above are not isolated examples. Other lumber firms have 
also changed their names in recent years. With diversification of 
product lines, “lumber company” or “timber company” is a mis- 
nomer. 


That is why American Lumberman, after 87 years, has changed 
its name to Building Materials Merchandiser. The new name reflects 
the diversification of products sold by our readers. Maybe more 
significant, the new name also describes the importance of creative 
merchandising among dealers and wholesalers. When you see the 
new name across our cover every other Monday, we hope it will 
remind you of this fact. 


What are Normal Times? 


In a conversation about building materials prices the other day 
a research man asked: “What is the percentage decline this month 
in the average retail price level charged by dealers?” 


We asked: “Compared to when?” 


He replied: “Compared to the last month when we had a normal 
market. Say, last spring, before the current recession set in.” 


Every man is entitled to his own view of what is a normal market. 
This is something which cannot be precisely measured and thus 
cannot be proved right or wrong. 

But, it would seem to us that what the research man and others 
think is “normal’—that is, constantly rising prices—is no longer 
truv:. 

Because of all the new types of materials and new types of re- 
tailers entering the light construction field, we may be entering a 
long period when price stability will be “normal.” 

In other words, competitive pressures may hold the line on prices, 
even if we experience another “boom” in housing. 

This issue cf Building Materials Merchandiser reports some of the 
success formulas which will be particularly useful in the “normal” 
competitive times ahead. 

—The Editors 





makes mongy for ‘dealers 
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ap \ | C ak T i MILL-PRIMED REDWOOD 
A ANA 4 AND FIR LUMBER | 
This new PALCO Architectural Quality product adds extra profit for you... and 
saves the builder up to 40% in painting costs. Palcote Paint Primed lumber is 
machine-coated at the mill with a durable exterior paint, and back sealed with 
water repellent...also packaged in heavy plasticized paper for maximum pro- 
tection in shipment and storage. Available in redwood siding, pattern, finish, 


and Douglas fir lumber. Order the finest... PALCO—the standard of comparison 
since 1869. 
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New Developments 


WHO HAS BEEN HURT MOST BY THE CURRENT HOUSING SLUMP? One thing is certain: 
Building materials dealers are relatively better off than 
manufacturers, builders or wholesalers. Many manufacturers 
had just opened new plants when the housing slide began. This 
excess capacity helped to trigger price-cuts in such lines as 
asphalt roofing, window glass, lumber, plywood, hardboard and 
insulation. Result: Profit margins at manufacturer level 
have tumbled. 








The following major producers, as examples, cut their cash 
dividends during 1960: Alpha Portland Cement, American Cement, 
Celotex, Evans Products, Flintkote, Lone Star Cement, Ruberoid 
and Rheem Manufacturing. 


Lumber and building materials wholesalers are getting squeezed 
very hard in many areas. Big dealers are buying direct from 
producers. New caSh-and-carry yards, selling to any and all 
types of customers, threaten the small wholesaler in the 
southeast and midwest. 














Last month, the I.D.A. Wholesale Lumber & Plywood Corp., major 
jobber serving Chicago metropolitan market, went into 
receivership. 





Also the Farley & Loetscher Co., millwork producer of Dubuque, 
Iowa, decided to concentrate on manufacturing and closed its 
distribution branch in Sioux Falls, S.D. (Jordan Millwork 

Co. purchased the inventory and receivables of the Sioux Falls 
branch and will assume unfilled orders and architectural 
woodwork contracts). 





Dealers report that many home builders are skating on thin 
ice now. 





For example, in Detroit a lumber dealer's financing division 
is picking up what's left of a developer's business. 











This dealer said: "I've seen so many builders go down the drain 
because of construction financing problems that our firm set 

up a separate finance division to help our builder customers and 
ourselves avoid financial catastrophe when market drops occur." 
Of all the segments of the light construction industry, the 
dealer is faring best. ie 











THE KENNEDY ADMINISTRATION WILL SEEK TO STIMULATE NEW HOME BUILDING. 
But at least during most of 1961, you'll have to fight hard 
for any increase in the new home business. The deepening re- 
cession dashes hope for any automatic buying spree for new 
homes. And federal props will take time to build. 


Turn page for continuation 
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NEW DEVELOPMENTS @iegins on page 9) 


Some economists look for a 5% increase in home starts com- 
pared to 1960. But such optimism is based on a strong late 
summer or autumn upturn. Specialized new housing markets-- 
cabins and retirement homes--comprise the only wide-open mar- 
ket potential for the coming year. 


The best bet is that Federal aid will help bolster residential 
building by 1962. 


The FHA maximum interest rate might be rolled back, with pos- 
sibility of more direct government loans, if private funds 
are not available in sufficient amount at a reduced interest 


ceiling. 


Kennedy also wants to provide some kind of housing subsidy 

for middle-income families who are economically above public 
housing but cannot afford to buy homes. This view comes from the 
Senate study of mortgage credit over the past two years. 























A more fundamental measure _ is to set up a government spon- 
sored central mortgage bank which would attract new sources of 
investment money to finance home purchases. This idea has 
support from almost all segments of the building industry. 
Kennedy is reportedly in favor of such a bank. 











The President-elect says that the idea of a Department of 
Urban Affairs may be put up to Congress this winter. Such a 
cabinet-level department would administer federal housing 
programs which affect metropolitan areas. 











Kennedy also has said that he will order an end to racial 
discrimination in all government insured housing--a step 
that could have far-reaching effect on FHA and other programs. 


THE BIGGEST POTENTIAL MARKET FOR DEALERS THIS YEAR IS HOME MODERNIZATION. 
It's a fact that in town-after-town, people still don't know 
where or how to obtain home remodeling. The one-stop dealer 
CAN create modernization business at a profit. Leading dealers 
do it every day. It simply requires labor control, financing 
services, etc.--and a consistent consumer promotion program. 


ONE OF THE BEST PROMOTION PROGRAMS TO HELP DEALERS CONTROL SALES in 
the modernization field has just been announced by Armstrong 


Cork Co. 


Armstrong has taken the "Dealer Sales Control" principle 
developed by this magazine (see page 5) and applied it to the 
installed ceiling business for lumber and building materials 
merchants. 


A nationwide program by Armstrong shows individual dealers how 
to organize and administer an installed ceilings business... 
selling a ceiling package which includes both materials and 
labor at a single packaged price. 


WATCH FOR MORE MERGERS IN BOTH WHOLESALE AND RETAIL FIELDS. Last issue 
this magazine disclosed formation of the largest nationwide 
lumber wholesaling group. Now, Canada's Muttart Enterprises 
and Seattle's Blackstocks have merged some operations which 
will boost Lu-Re-Co packaged home business. 

Bob Blackstock is now general manager of the Muttart Homes 
and Building Supplies in British Columbia. The Muttart- 
Blackstock enterprise have acquired interests in Doud Lumber 
Co., San Jose, Calif., and Truss Prefab, Colorado Springs, 
Colo. Other expansion moves are planned by the combine. 
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Headlines at Presstime 


Home Improvement Show To Feature 


Two Lumber Dealer Seminars 


Four-day show schedules top-flight speakers at management 
sessions at Park Sheraton Hotel and Coliseum opens Feb. 8th. 


NEw YoRK—A_ program __plan- 
ed “to provide maximum help for a 
maturing home modernization indus- 
try” is scheduled for the Home Im- 
provement Products Show February 
8-11. 

Management seminars will be fea- 
tured in the Park Sheraton Hotel, 
Wednesday, February 8th, a day be- 
fore the exposition opens in the 
Coliseum. Two seminars’ each 
will be conducted for lumber and 
building materials dealers, specialty 
dealers and modernization contrac- 
tors. 

David E. Winnick, HIPShow ex- 
ecutive director, said: 

“Dealers and contractors have be- 
come aware that improved manage- 
ment know-how and careful profit 
control is the secret of success in home 
improvement.” 

Stating that “every hour” of the 
program will stick close to this con- 
cept, Winnick indicated that two 
dozen leaders of the industry’s pri- 
mary retail groups will be spot- 
lighted at the convention. 

Panel discussions will cover tested 
methods of estimating, pricing, ac- 
counting, production scheduling, tech- 
niques of handling subcontractors and 
other elements of profit control. 

Moderators. Moderators of panel 
discussions include: Wesley W. Wise, 
editor, Building Materials Merchan- 
diser: Jack Parshall, executive ed- 
itor, Building Supply News; Joseph 
Mason, editor, American Builder; 
Ernie Schau, senior associate editor, 
Practical Builder; Arriold Romney, 
editor, Building Specialties; and Pincus 
W. Tell, editor, Modern Windows. 

Fred Jaraslow, president, Home 
Improvement Products Association, 
will moderate a discussion by econ- 
omists and marketing experts at an 
all-industry breakfast session, Thurs- 
day, February 9th. This session will 
examine current and projected mar- 


ket conditions from every angle on 
the theme “When Will the Sixties 
Soar?” 

“Opportunity” will be the keynote 
of afternoon discussions on Thursday 
and Friday at the Coliseum. Thurs- 
day’s subject will be “Merchandising 
—Using the Help That’s Close at 
Hand.” 

The idea is to acquaint dealers and 
contractors with the great variety of 
home improvement merchandising 
programs and materials offered by 
manufacturers, associations, publica- 
tions and others, Winnick said. 

Weldon Willis, promotion manager, 
American Home, will describe his 
magazine’s “Certified Home Improve- 


ment Dealer” promotion program. 
Representatives of Owens-Corning 
Fiberglas Corp. will detail the firm’s 
“comfort-conditioned” program now 
available to home modernization out- 
lets. 

New lines clinic. Friday’s feature, 
February 10th, will be “New Lines, 
New Products and New Potentials.” 
Arguments will be presented on why 
homeowners should include specific 
products in home improvements. 

Arthur Pearson, national sales man- 
ager, Hunter-Douglas Div., Bridge- 
port Brass Co., will discuss awnings, 
carports and patio covers. Richard 
Breeden, executive director, Water 
Conditioning Foundation, will talk on 
his specialty. Donald Pruess, pres- 
ident, International Swimming Pool 
Corp., will cover his field. 

Joseph Ricard, sales training di- 
rector, General Electric Co., will 
discuss air conditioning. Rhys Stang- 
er, assistant general sales manager, 
The Ruberoid Co., will talk on roof- 
ing. Doris Schweitzer, president, East 
Coast Attic and Basement, will speak 
on that field. 





NAHB Exposition, Jan. 29-Feb. 2 


CuicaGo—A record attendance is 
expected for the 17th annual National 
Association of Home Builders Con- 
vention-Exposition, January 29-Feb- 
ruary 2. For the first time all meetings 
and exhibits will be held under one 
roof in Chicago’s recently-opened lake- 
front exposition center, McCormick 
Place. 

Harvey M. Meyerhoff, convention 
committee chairman, points out that 
the gigantic brand-new structure has 
adequate dining facilities with meeting 
rooms close to the exhibition floor. 
Escalator service connects the two 
main floors of McCormick Place. 

Among the 500 exhibitors are 100 
manufacturers who will be showing 
their products at the NAHB show for 
the first time. The exhibit area is 50% 
larger than ever. 

Features of the five-day gathering of 
home builders and retail lumber and 
buiding materials dealers include: 

* A “How-to-Do-It” circus on the 
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main exposition floor demonstrating 
new, efficient, cost-saving construction 
methods. 

¢ Presentations of new _ building 
ideas developed through research. 

* Merchandising programs and 
workshops for builders and salesmen 
to show the latest selling and promo- 
tion techniques. 

¢ Practical workshop sessions to 
spotlight expanded opportunities, in- 
cluding trade-ins, rental housing and 
financing. 

* A panel session for conventional 
builders. 

¢ Explanation of an industry-wide 
drive for a Central Mortgage Bank and 
other 1961 legislative goals. 

* Chartered bus service from termi- 
nals to hotels to exposition hall for 
groups traveling together. 

Registrations fees are $15 for men 
and $10 for women. Registration and 
chartered bus service may be arranged 
through Paul Van Auken, NAHB, 140 
S. Dearborn, Chicago 3. 


| 





Wise Named Editor of BMNM; 
Nicholas is General Manager 


Wesley W. Wise, a member of the 
editorial staff of American Lumber- 
man for the past four years, has been 
named editor of Building Materials 
Merchandiser (formerly American 
Lumberman) in organizational changes 
announced by Herbert A. Vance, pub- 
lisher, Vance Publishing Corpora- 
tion. 

Wise has won _ several editorial 
awards for his articles in the field of 
distribution, including a top award 
from Associated Business Publications. 
His series of articles on cash-and- 
carry and component fabrication has 
won widespread industry attention. 

Active in business magazine journal- 
ism for 14 years, Wise has also served 
as merchandising and marketing con- 
sultant to dealers and as public rela- 
tions consultant to the National Re- 
tail Lumber Dealers Association. 

Art Hood, who retires as _ chair- 
man of the editorial board to become 
director of the new Building Industries 
Marketing Institute at Purdue Univer- 
sity, will continue to keep his head- 
quarters at Vance Publishing Corpora- 
tion. He will serve as consultant to 
Building Materials Merchandiser and 
will contribute articles regularly. 

Other changes announced by Vance 
include the naming of Alan G. Nich- 
olas, formerly publisher of the Pitts- 


burgh (Penna.) Sun Telegraph, as vice- 


Wise Nicholas 


president and general manager of 
Vance Publishing Corporation. 

Nicholas has held many executive 
business positions in the Hearst or- 
ganization for the past six years and 
with other newspapers prior to that 
time. He has received many civic and 
humanitarian awards for active par- 
ticipation in these fields. 

Other promotions announced by 
Vance are John V. Ryan as publisher 
of Modern Beauty Shop Magazine 
and Jack Koellisch as publisher of 
Wood and Wood Products magazine. 
Ryan has held executive positions with 
Modern Beauty Shop for 34 years and 
Koellisch has been with the Vance 
organization for seven years. 

Other magazines published by Vance 
are Canner/ Packer and HOME Main- 
tenance and Improvement. 


NOFMA Opens Western Office 


MempPHis—The National Oak 
Flooring Manufacturers’ Association 
has opened a western office in Beverly 
Hills, Calif. to provide improved serv- 
ice to builders, architects and other 
specifiers of oak flooring, Sam M. 
Nickey, president, announced. Fred H. 
Comstock, formerly with the Hard- 
wood Flooring Council of Southern 
California, will be in charge of the 
office at 292 S. LaCienega Blvd. 


Pierce Succeeds Collier As 
Northeastern’s Chief Executive 
ROCHESTER, N. Y.—Paul S. Col- 
lier retired last month after 44 years 
as executive vice-president of the 
Northeastern Retail Lumbermens As- 
sociation. Horace G. Pierce, manag- 
ing director, succeeds him. Mr. Collier 
was chairman of the committee which 
formulated and secured approval of 


Horace Pierce Paul Collier 


the NRA National Retail Lumber 
Code. Dealers will honor Collier at a 
Northeastern Party Night in New 
York’s Statler Hilton January 22nd. 





NEW NBMDA OFFICERS at ninth annual meeting are (I. to r.) Lewis Jenkins, presi- 
dent and treasurer of Jenkins Wholesale Supply Co., North Wilkesboro, N. C., 


association treasurer; M. 


L. McCreary, president of Michigan Wholesalers Inc., 


Jackson, Mich., president; Don B. Richardson, Richardson Lumber Co., Denver, 


vice-president. 


Wholesaling “Out” for Retail 
Dealer by '70, NBMDA Told 


CHICcAGO—Within the next 10 
years, retail building materials dealers 
will let wholesalers perform their pro- 
per distribution function of selling 
contractors and builders, according to 
Harold F. Birnberg, Wolf Manage- 
ment Engineering Co., Chicago. 

Birnberg made the statement at the 


12 


recent ninth annual convention of the 
National Building Materials Distribu- 
tors Association. 

“Dealers will operate stores only. 
That’s their function, retail merchan- 
dising, not wholesaling.” 

Birnberg explained to Building Ma- 
terials Merchandiser that his main 


point in the prediction is that retailers 
must realize that a sale to builders is a 
wholesale sale. 

Over 600 building materials distrib- 
utors and manufacturers’ representa- 
tives attended the NBMDA session. 
A. W. Greene, editor, Distribution A ge 
warned the wholesalers that they “have 
a big selling job to do” because many 
young people in the years ahead will 
prefer city apartments to new homes. 

“There is no need for building ma- 
terials distributors and retailers to per- 
form the manufacturers’ warehousing 
chores,” added Greene. “In coming 
years, manufacturers will have to ship 
more mixed cars.” 

Dr. Wayland A. Tonning, Memphis 
State University, said the best way to 
increase sales production at the distrib- 
utors’ level is to point out the re- 
tailer’s needs after a survey. “But 
we’ve found that only 11% practice 
that technique frequently,” he added 

The combined facilities and sales- 
power of the distributor group was 
reported as follows: 

678 warehouses; 31,738,250 square 
feet of warehouse space; 2,596 man- 
agers and salesmen; 8,502 employes 
other than managers and salesmen; 
246,864 carloads of building materials 
sold in 1960; 1,997 delivery trucks in 
operation; $921,170,200 in annual 
sales. 
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that closes more home sales 


..yet costs you less! 


Yes, as a reputable builder recently proved’, 
closets lined with Brown’s SUPERCEDAR 
cost you less to build than ordinary plaster 
closets, AND they add to the appraised value 
of your homes. 

Extra-conscious homebuyers will close 
faster when they see closets lined with 
Brown’s SUPERCEDAR. Be sure to include 
them in all your plans now. Available in 
5 face widths in 4 and 8 foot bundles. Tongue 
and grooved and end matched. Shipped fac- 
tory-fresh to your job site. Write today for 
complete information, 


*His comparative cost report sent you on request. 


George C. Brown & Company, Inc 
Greensboro, North Caroline 
Gentlemen: 


f wn’ Pi 
no COMPANY Please send me your folder on Brown's SUPERCEDAR 


NAME __ — ——— — 


ADDRESS 





CLOSET LINING CITY STATE 
GREENSBORO w. OC. ‘Finer Products From Cedar Since 1886’ 
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Rockwell Acquires Porter-Cable Machine 


PirTSBURGH—Rockwell Manufac- 
turing Co. has acquired the assets of 
Porter-Cable Machine Co. and will op- 
erate P-C as a wholly-owned sub- 
sidiary. 

Willard F. Rockwell, Jr., Rockwell 
president, and DeAlten J. Ridings, 
P-C chairman, said seven shares of 
parent company stock were issued for 
every ten shares of the 320,044 P-C 
shares outstanding. Rockwell makes a 
full line of stationary power tools, 
P-C portable electric power tools. 

Power tool industry sales leaped 
from $60 million in 1946 to $175 
million in 1960. Company spokesmen 
expect sales to reach $260 miliion in 
four years. P-C had a 20% increase 
in sales and earnings last year. 

“The suburban workshop do-it-your- 
selfer accounts for perhaps half the 
industry's volume,” Rockwell said. 
“The steady rising cost of labor has 
priced the professional craftsman out 
of many markets. Business owners are 
turning increasingly to power tools to 
replace costly hand labor,” he added. 

Rockwell said his firm has a policy 
of diversifying into only related busi- 
nesses. The two product lines are 
complementary, he noted, and the 
manufacturing and sales know-how of 
P-C fits in with overall plans. 

Robert C. Tyo will remain as P-C 
president and present management will 


be unchanged, Rockwell said. P-C 
manufactures portable electric saws, 
sanders, drills, routers, power planes 
and electric grass clippers, cultivators, 
hedge trimmers and gas-powered rid- 
ing mowers. 


Potlatch President Dies 

LEWISTON, IpDA.—Robert E. Bun- 
dy, president and general manager, 
Potlatch Forests, Inc., died November 
26th of a heart ailment. He was 55. 
He had been head of the organization 
for two-and-a-half years and laid the 
foundation for Potlatch expansion in 
the pulp and paper field. 

Bundy was a director of the Na- 
tional Association of Manufacturers, 
the NAM Resources Commission, the 
National Technical Task Committee on 
Industrial Ways and served on the 
Wood Promotion Committee, Nation- 
al Lumber Manufacturers Association. 


Honor Nine Home Improvement 
Building Materials Dealers 


SAN FRANCISCO—American Home 
magazine presented nine special cus- 
tomer service awards to outstanding 
holders of the current 755 “Certified 
Home Improvement Center” certifi- 
cates at the 7th annual National Retail 
Lumber Dealers Association building 
materials exposition. 


Honored were: J. H. Lamson, vice- 
president, The W. H. Sawyer Lumber 
Co., Worcester, Mass.; Miss Carolyn 
B. Nettleton, C. B. Nettleton, Inc., 
Covington, Va.; George Withy, presi- 
dent, Shaw Lumber Co., St. Paul; 
J. M. Schultz, Jr., The Spelts Lumber 
Co., Grand Island, Neb.; T. T. Sned- 
don, vice-president, Bestway Building 
Center, Boise, Ida.; Oliver Coonrod, 
the O’Malley Lumber Co., Tucson, 
Ariz.; Robert Marks, Build ’N Save, 
Lakewood, Calif.; James W. Gee, Gee 
Lumber and Hardware, Chicago; and 
Raymond Dear, Calcasieu Lumber 
Co., Austin, Tex. 


STAIR COMPUTER—Set the known total 
stair rise in inches at the arrow of this 
pocketsize calculator and you can get 
the proper number and height of risers. 
The Baker Visual Stairule gives proper 
riser, tread, run, clearance, well opening 
and stringer dimensions for any stairway. 
Emmert Products Co., Sycamore, Ill. 





ONE-PRODUCT 
CLEAR FINISH 
WITH NEW PROFIT 
OPPORTUNITIES 

FOR 


for you... 

















For full details, write... 


PIERCE & STEVENS CHEMICAL CORP. 
BUFFALO 3, N.Y. 
Available in Canada, LePage’s, Toronto 18, Ont. 
Se ee | 
Circle No. 9 on Handy Cover Card 


710 OHIO ST., DEPT AL11 


‘Rubs itse/f as 


WoOoD FINISH 


Here’s an all-new profit builder 
. a self-priming, self- | 
rubbing, non-pigmented clear ~ 
wood finish that produces the 
luxurious “hand- 
rubbed” effect ever seen! So easy 
to apply anyone can use it with 
excellent results every time... 
no sags, no runs, no complaints! 
For old work or new — panelling, 
cabinets, etc. Nationally adver- © 
tised: POPULAR MECHANICS, = 
POPULAR SCIENCE, FAMILY 
HANDYMAN. Free Sales Aids— 
color folders, panel displays, etc. 


richest, most 


t dries!”’ 

















(°° 


SELLS by 


demonstration 





of design 
and quality! 


rABRIC DOOR 


This neat folding, narrow profile fabric door has so many 
builder and consumer features no dealer can overlook 
its sales potentiai. 


Builders appreciate its ease of installation—only seconds 
per door, no hanging, painting, hardware. 


Consumers like its good looks, its space saver qualities, 
washability, portability. It’s fire resistant, reversible 
and available in many lovely colors. 


For complete details see your distributor or write: 
THE COLUMBIA MILLS, INC. 


368 S. WARREN STREET ° 
Circle No. 10 en Handy Cover Card 
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square fos. fal ricating plant for mill 


Management Firm Unable To Locate prodeets. 


Now it is expanding operations by 


Satisfactory Successor to Northup 10,000 square feet to increase alumi- 


Efforts by a Chicago management 
firm to find an acceptable successor 
to H. R. (Cotton) Northup, executive 
vice-president of the National Retail 
Lumber Dealers Association, have 
failed. 

The Chicago management firm of 
Heidrick & Struggies, Inc., which was 
selected to find Northup’s successor 
recently resigned the account after a 
year’s fruitless search for a man who 
would take the job and still be accept- 
able at NRLDA top level. 

After screening many likely pros- 
pects, the Chicago maangement firm 
finally submitted the names of almost 
a dozen men for final consideration. 
Each of the candidates was rejected 
by top NRLDA management. 

Another Chicago management firm, 
Cresap, McCormick and Paget, made 
a four-month study of the entire 
NRLDA operation and its relationship 
with federated associations in 1958. 
The $30,000 study recommended that 
a new administrative vice-president be 
found and groomed to succeed North- 
up. One of the major problems listed 
by the management firm was the fail- 
ure of NRLDA to be seeking such a 
successor. Northup is 65. 

NRLDA’s board of directors, act- 

_ ing on recommendations by the Cre- 
sap report, voted to hire a director of 
Member and Federated Association 
Relations. The management firm rec- 
ommended that the director work full- 
time for three years with the feder- 
ated associations on building NRLDA 
membership. The proposed director 
was supposed to start work not later 
than Julv 1, 1959. 

At the recent NRLDA Exposition 
in San Francisco, it was announced 
that Al Walsh, director of intra-in- 
dustry relations, will concentrate on 
a membership drive this year. Win- 





RIDES WITH MAVERICK—Roy D. Chris- 
tensen, general manager, Carhart Lum- 
ber Co., Wayne, Neb., shown with his 
wife at center, receive airline ticket for 
an all-expense paid trip to Hollywood. 
Christensen, winner of Kaiser Aluminum 
& Chemical Sales contest at the NRLDA 
convention, will be a featured player in 
a forthcoming Maverick TV show. J. F. 
Donohue, Kaiser Products Div. general 
manager, left, and R. M. Gerber, build- 
ing products manager, award the prize 
on the new Kaiser Center roof garden in 
Oakland, Calif. 


num sheet and coil production capaci- 
: ty 150% up to 150 million Ibs. a year. 
field Oldham, new NRLDA president, rs 
rsa set 3,000 new members as a goal Canadian Lumber Wholesaler 
for 1961. NRLDA membership has 
declined several hundred since the wae NES ee ertente poe 
Cresap report two years ago. ANCOUVER, D. \.—-anadas larg- 
a etal . est lumber wholesaler, Cooper-Wid- 
man, Ltd., has opened a New York 
Quaker State Expands 150%, office under the direction of Ken 
LANCASTER, PENNA.—Quaker State Ross. It is located in suburban 
Metals Co., Div., of Howe Sound Co., White Plains. Stewart Cooper, C-W 
recently opened its first branch plant chairman, foresees continuous expan- 
in Dallas and completed a 20,000 sion in the U. S. market. 








Sugar Pine Ran. 


specialists 


TW&J's high altitude Sugar Pine 
forests provide slow growth, prem- 
ium stock with the smooth, easy 
working, soft texture demanded 
by craftsmen. 


TW&J Sugar Pine has all the 
inherent natural qualities of the 
species plus the additional advan- 
tage of TW&J's Quality Control 
Check System of manufacture which 
starts in the woods and continues 
on through the sawmill to scientific 
seasoning and careful shipping. 
Available for year around delivery 
in 4/4 to 16/4. 


The world's largest producer 
of Sugar Pine with 10 mills in 
the heart of the High Sierra 
Sugar Pine belt to serve you. 


le, 


P.O. BOX 3498 =) 
San Francisco 19, California @ 


PRospect 6-4200 Teletype SF 211 
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CLOSET COST COMPARISON 


Cedar 
240’ cedar @ $200/M 
Labor, 2 men, 2% hrs. 
each @ $2/hr. ..... 
50’ cedar shelving 
Shelving labor, 3 hrs 


Plaster 

Plaster bid 
Plastering labor, | man 
Shelving 
Shelving labor 
32’ oak flooring plus 

labor and finish . 
17’ baseboard @ 12¢ 
Baseboard, molding labor 
3 coats paint 


Tests Compare Installed Costs of 
Cedar vs. Plaster for Closets 


GREENSBORO, N. C. 

By actual test, it costs no more to 
build a cedar closet in a new home 
than the conventional plaster one with 
oak flooring. 

Cedar closets can add to retail 
lumber dealer’s list of materials. It 
also gives contractors a valuable sales 
tool to help close a house sale. 

Many women had feared the price 
of a cedar closet would be too high. 
Now they can have one if they wish 
for storage of items subject to ravages 
of insects. 

Trial. The George C. Brown Co. 
“world’s largest producer of aromatic 


red cedar,” asked general contractor 
T. Clyde Elrod to supervise a closet- 
building test. Elrod got materials and 
labor bids from a carpenter and a 
plasterer. He kept accurate time sheets 
and cost figures. 

In the carpentry test, Brown Co. 
lumber was delivered in 8’ sealed 
bundles containing 40’ of random 
length boards. Two men finished the 
closet with 3” t&g end matched red 
cedar lining in two-and-a-half hours. 
All pieces fit quickly and evenly in a 
smooth, decorative finish. 

Shelves were made of 5” or wider 
red cedar shelving by one man in 


three hours. No molding, paint or 
sealer was required. Total cost of the 
job was $79, including a hanging rod. 
In the closet cost comparison, the 
plaster-paint contractor had bid $79.44 
(see cost figures). 

Elrod was so enthusiastic over the 
finished cedar closet, he plans to offer 
one in each new home he builds in 
the future, the contractor said. 


CLOSET FINISHED with 3” face brown 
Supercedar lining in Greensboro, N. C. 
was found to be no higher in cost than 
plastered one. 





CO ojos 


ALL THIS 


Beautiful Kitchens * Greater Versatility 
Most Competitive Price 
Outstanding Value 


Introducing the newest addition 
to the L-CO Line, French Pro- 
vincial Cabinets using Genuine 
Cherry. The Provincial effect is 
a component part of the door and 
drawer and no mouldings are 
used. It has the luxurious furni- 
ture finish and yet is competitive- 
ly priced. Definitely something 
different and striking. 


Write for catalog F-21 
Excellent Franchises 
Available 


CABINET CORPORATION 
SHAMOKIN, PA. 
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MEN /n the news 


* Stanley D. Jenkins has been named 
executive vice-president and assistant 
manager, Biles-Coleman Lumber Co. 
Omak, Wash. Harold R. Keller is 
B-C’s new sales manager and V. F. 
“Vic” Jacobsen plant superintend- 
ent. All three held similar posts with 
Pilot Rock (Ore.) Lumber Co. 


* Latane Temple 
has been elected 
vice-president and 
general manager, 
Temple Lumber 
Co., retail divi- 
sion of Southern 
Pine Lumber Co., 
Diboll, Tex. He 
will make his 
headquarters in 
Houston for the 
38 retail outlets. L. Temple 


* Max Pinkerton, president, Pinkerton 
Corp., was elected president of the 
Lumbermen’s Club of Memphis suc- 
ceeding Lyon P. Wilbur. Harry B. 
Kirk is first vice-president, Ed C. Duke, 
second vice-president and H. J. M. Jor- 
gensen III, secretary-treasurer. 


¢ Frank A. Rohwedel, controller, 
Edward Hines Lumber Co., Chicago, 
and R. W. Halliday, vice-president- 
comptroller, Boise (Ida.) Cascade 
Corp. have been elected to member- 
ship in the Controllers Institute of 
America. 


* Walter A. Smith has been named 
executive vice-president by Formica 
Corp., American Cyanamid Co. sub- 
sidiary. He will have charge of all Cin- 
cinnati, Evendale, Ohio and Farmville, 
N. C. operations. 


¢ Stephen S. Simon has been promoted 
to vice-president, Ply-Gems, Inc., Ja- 
maica, N. Y., subsidiary of Industrial 
Plywood Co., Inc. He was general 
sales manager and advertising director. 


¢ James D. Moran has been ap- 
pointed assistant to the president by 
Flintkote Co., New York. An assis- 
tant vice-president, he will continue to 
direct subsidiary Sealzit Co., River- 
side, Calif. 


* John H. Zittle, building products 
sales manager, has been named vice- 
president-manager of Fabricated Prod- 
ucts, Quaker State Metals Co., Div. of 
Howe Sound Co., New York. 


¢ I. W. Phillips & Co., wholesalers, 
Tampa, Fla., have promoted Herschel 
Baker, Jr. to the position of supervisor, 
merchandising division. Mark E. Kim- 
ball has been named manager, build- 
ing material division. 


¢ Maurice C. Volkmann, vice-presi- 
dent and general manager, Isbell 
Lumber & Coal Co., has been named 
general manager, Osceola Lumber 
Co., Elkhart, Ind. 
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ANOTHER EXCLUSIVE DEVELOPMENT 


BEST 


ancients 
application 
plaster 


PINHOLATH, especially designed for greater and 
faster water absorption, has 4s” perforations through 


the surface paper into the gypsum core. 

Fibered plaster sanded 2:1 applied over PINHOLATH 
has a compressive strength of approximately 155- 
160% when compared with the same mix applied 


over regular lath. 
One-hour fire rating test on walls with PINHOLATH has 


been passed. 

SOME BENEFITS OF PINHOLATH: 

¢ Jobs completed quicker—lath core quickly absorbs 
more water, reduces waste, speeds application and 
increases coverage 

¢ Greater compressive strength—makes walls stronger, 
gives superior resistance to impact and cracking 


eiREPROCE GY PSU y 


BUILDING pRooUCT? 


BESTWALL GYPSUM COMPANY 


Ardmore, Pennsylvania 
Plants and offices throughout the United States 


Circle No. 19 on Handy Cover Card 
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New Product Parade 


USE HANDY “OUPON ON BACK COVER FOR MORE INFORMATION 


upc 


Standardized Cabinet Line 


A new Signet line of standardized 
cabinets is announced by Caradco, Inc. 
Doors of the new cabinets are of a high- 
pressure laminate. They will not warp or 
dent and are highly resistant to scratch- 
ing or abrasions, says maker. They are 
available in various wood-grain patterns. 

The cabinet body of ponderosa pine is 
given a prime coat of paint at the fac- 
tory. The units are available in graduated 
3” modules for easy combination in fit- 
ting various custom installations. Carad- 
co, Inc., Dept. BMM, P. O. Box 658, Du- 
buque, Iowa. 

Circle No. 201 on Handy Cover Card 


Prefabricated Awning Kits 


A new line of prefabricated, packaged 
awning kits is available in 10 sizes. Each 
kit contains all necessary materials and 
easy-to-follow installation instructions. 

The fiberglass and aluminum awnings 
may be used singly or in multiples. Kits 
range in size from 36x42” at a suggested 
retail price of $19.95 to 36x96” retail- 
ing for $57.50. Aluminum clamps re- 
quired for double-awning installations 
also are available from the kit manufac- 
turer. Stylemaster Patio and Building 
Products, Dept. BMM, 13227 Halldale 
St., Gardena, Calif. 

Circle No. 202 on Handy Cover Card 
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Aluminum Paneling in 14 Colors 


A new Alside 16” wide vertical alumi- 
num paneling in board-and-batten design 
has a double-rib effect. It is offered in 14 
decorator baked-enamel colors including 
Winthrop red, white and charcoal gray. 

Panels may be applied over any surface 
including wood, stucco, shingle, brick 
and concrete block by a conventional 
interlocking installation system. All Al- 
side siding products, including gutters, 
downspouts, shutters and louvers, now 
are produced in the new charcoal gray. 
They meet FHA requirements. Alside, 
Dept. BMM, P. O. Box 1261, Akron, O. 

Circle No. 203 on Handy Cover Card 


Duralath Introduced 

Duralath with its extra 
strength is said to be easier 
to score and break for fitting 
because there are no holes or 
indentations to catch or turn 
the blade. The new gypsum 
lath serves all lathing needs, 
including one-hour fire rat- 
ing requirements, says maker. 
Kaiser Gypsum Co., Dept. 
BMM, Kaiser Bldg., Oakland 
12, Calif. 


Leaded Glass Panel 


A new fiberglass panel, 
called Leaded Glass, is pro- 
duced in a crystal green or 
clear color embedded with 
gold or steel-colored strips. 
Patterns available in dia- 
mond or shell design. Retail 
prices per square foot are: 
$2.50 with steel strips; $2.80 
for the gold. Barclite Corp. 
of America, Dept. BMM, 
385 Gerard, New York 51. 


Laminated Flakeboard 


Videne-laminated f 1 ak e- 
board is offered in several 
wood grains. The panels, 49” 
x 97”, are produced in sev- 
eral thicknesses and three 
forms: wood grain Videne 
polyester surfacing film lami- 
nated to one side, both sides 
or one side with balancing 
material on the other. Igel- 
stroem-Oberlin Co., Dept. 
BMM, Massillon, Ohio. 


Duct-Free Hood 


A two-speed fan draws 
cooking vapors through two 
filters of a new low-priced 
duct-free range hood 6'2” 
high. Tapered corners let 
cabinet doors swing freely. 
Hood is prewired and UL 
listed. Available in three fin- 
ishes and four widths, 24”, 
30”, 36” and 42”. Leigh 
Building Products, Dept. 
BMM, Coopersville, Mich. 
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LET SOUTHERN HELP YOU 
SOLVE YOUR 
FASTENER PROFIT PUZZLE 


The man who says he isn't making money on fasteners, isn’t stock the full line of profit-producing Southern fasteners. Call 


handling Southern Screws. Profit-wise dealers everywhere your Southern Screw distributor today for your copies of 
order and re-order Southern — the quality fasteners packed Southern’s new ACTUAL SIZE CHART for MACHINE SCREWS 


in durable, soil-resistant, dark green boxes bearing Southern’s and TAPPING SCREWS. Available — free — only through 


copyrighted “EZ to Co” labels. Southern Screw distributors — your profit-partner in the 


fastener field. Sold through leading wholesale distributors. 
For a stand-out line that won't gather dust on your shelves, Warehouses: New York + Chicago + Dallas + Los Angeles. 


armpactive, © — SPECiAUSTS” S ——USK-MADE. 
DURABLE FOR <> kos. QUALITY | 
SL-PROF BOXES Sy 15. YEARS [FASTENERS | 


rine | 





YEAR ROUNDS PRE-SOLMEDino- || WIDE RANGE 
CONSUMER Your OF ITEMS, 
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STOCKED BY. ¢\. BACKED.BY —] SALES AIDS” 
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WE’RE BUILDING MORE PLUS VALUE INTO 





ALUMINUM CLAPBOARD SIDING | 
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F IN PRODUCT QUALITY 


“IN HOME-SELLING PROMOTIONS 
‘ 


WITH A COMPLETE LINE 
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10551 ANDERSON PLACE, FRANKLIN PARK, ILI 
Gladstone 5-7200 





NEW PRODUCT PARADE 
(begins on page 18) 






















Red Cedar Siding Introduced 


A deep-textured, brush abraded surface 
accentuates the grain pattern of a new 
red cedar siding. The versatile fir ply- 
wood-backed panel can be painted, 
stained or left to weather naturally. It is 
priced comparably to standard fir texture 
1-11 sidings, says maker. 

Available in 4’ x 8’, 9’ or 10’ panels 
the siding has 4%” grooves either 2”, 4” or 
8” on center and is produced in thick- 
nesses of %” and %”. It meets or exceeds 
minimum FHA standards. It can be 
applied directly to studs. U. S. Plywood 
Corp., Dept. BMM, 55 West 44th St., 
New York 36, N.Y. 
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Shows Job Progress 


A new Builders Progress Chart tells 
you at a glance what stage a house is in 
at any given time. It lists 60 different 
construction steps in sequence and has 
space for subdivision, address, plan num- 
ber and elevations of 40 different units. 

The chart is available to you at two 
for $1; five for $2 or as many as a hun- 
dred for as little at $19. Measuring 2842” 
x 1514”, it can be wall hung, slipped 
under blotter or used as a folder for fil- 
ing. Write to Builders Printing Service, 
Dept. BMM, 8430 Grand River, Detroit 
4, Mich. 

Circle two. 209 on Handy Cover Card 
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For more facts, use handy back cover coupon. 


Low-Cost New Plank 


Designed for low-cost stud-to-stud ap- 
plication, Miraplank needs only a few 
nails placed down one edge to do the job. 
The other edge locks into the previously 
nailed 4%” x 16” x 96” tongued and 
grooved plastic-finished hardboard panel. 
Miraplank also can be installed on plas- 
terboard, plaster or plywood by using 
Miratile adhesive. 

Plank’s Melamine finish is heat-and- 
scuff resistant, needs only an occasional 
wipe with a damp cloth. It retails for 46¢ 
per square foot. For literature, write 
Miratile Mfg. Co., Dept. BMM, 8201 S. 


Steel Single Hung Window 


A triple-protected finish in color is 
just one of the many high-style selling 
points of a new easy-operating Rusco 
design steel single hung vertical window 
available with either single or dual glaz- 
ing. 

Units are mulled together with a zero 
mullion available. Diamond or Colonial 
style glazing is offered with ceramic 
muntin lines fused to the glass. Casing is 
finished in baked-on enamel in a choice 
of 18 colors and white or bonderized. 
Storm sash is easily installed into window 
frame. Write Rusco, Dept. BMM, Pan- 
dora, Ohio. 


One-Piece Built-in Available 

Range top of the new Town House 24 
one-piece built-in by Modern Maid is 
recessed below the level of counter top. 
The new model slides easily into space 
normally occupied by a 24” base cabinet. 
Four leg levelers make any corrections 
for uneven floors. Two available finished 
sides and a backrail convert it into a 
free-standing range. 

Town House 24 is offered as a gas or 
electric built-in chrome, coppertone, 
turquoise, pink and yellow porcelain. Re- 
tail price is around $199. Tennessee 
Stove Works, Dept. BMM, East 14th St., 
Chattanooga 1, Tenn. 


Wallace, Chicago. 
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Deep-Tex Siding 

Gold Bond Deep-Tex Sid- 
ing produces a deep shadow 
line accentuating horizontal 
design details. The asbestos- 
cement siding is available in 
six colors protected by a 
Plasticrylic finish for maxi- 
mum color uniformity. It 
will not burn, rot, dent or 
corrode and is Permanized to 
end warping. National Gyp- 
sum Co., Dept. BMM, Buf- 
falo ee a: A 
Circle No. 213 on Handy Cover Card 


Brick Siding 


Ambrico converts frame 
houses to brick without ex- 
pense of additional founda- 
tions. The kiln-fired clay 
brick, standard face size by 
Y%"” thick, is Perma-bonded 
to specially formulated pan- 
els with Interlok design. 
Packed 40 pounds per box, 
10 boxes per square retailing 
for $165. American Brick 
Co., Dept. BMM, 1900 E. 
Grand Blvd., Detroit. 
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Introduces Shibui 


Shibui, a new style in 
Vina-Lux vinyl asbestos with 
color chips, is available in 
Ye” gauge, 9” x 9” size. It 
is offered in two colors: Shi- 
bui Dusk and Shibui Dawn. 
It is especially designed for 
use where there’s a heavy 
traffic flow. Azrock Floor 
Products Div., Uvalde Rock 
Asphalt Co., Dept. BMM, 
P. O. Box 531, San Antonio, 
Tex. 


Circle No. 215 on Handy Cover Card 
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Wood Garage Door 

Its Stylemaster line of 
wood garage doors makes it 
possible for Berry Door to 
offer customers a door of 
steel or wood for residential 
or industrial use in virtually 
all price ranges and styles. 
Shown in photograph above 
is the new wood Citation res- 
idential model. Berry Door 
Corp., Dept. BMM, 2400 E. 
Lincoln Rd., Birmingham, 
Mich. 
Circle No. 216 on Handy Cover Card 
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What’s Ahead 
for Dealers, 
Wholesalers 


STAFF REPORT * BUILDING MATERIALS MERCHANDISER * JANUARY 2, 1961 


“Dealer Sales Control’ 


and Specialization 


Foretell the Future 


A MANUFACTURING EXECUTIVE telephoned 
the editor of Building Materials Merchandiser 
the other day. 

“Say,” he said, “do you know about this cash-and- 
carry thing among building materials dealers? I talked 
to a cash yard manager in Ohio last week and asked 
him if he were taking away business from the other 
dealer in town—a conventional yard. 

“*Well,’ he replied, ‘that depends. Our competitor 
happens to be the owner of this cash-and-carry com- 
pany.’ He said that about 50 retail dealers in Ohio also 
own cash yards, either under their own names or 
through separate firms!” 

The manufacturer was amazed. But he wouldn't 
have been if he had paid attention to lumber and 
building materials dealers lately. 

In convention speeches and in text books, distribu- 
tion is often glorified as “dynamic.” Well, that really 
is the word which describes current distribution of 


building materials. The old-time lumber dealer “down 
by the tracks,” who took orders if somebody sought 
him out, is passing from the scene. 

This magazine created the phrase Dealer Sales Con- 
trol (DSC). It means controlling the sale through 
package selling of new homes and modernization; land 
control; financing; prefabrication; stores and show- 
rooms with hardware, paint and related products, con- 
tracting. And, when the market demands it, cash-and- 
carry outlets or departments. 

Of course, not all dealers use DSC management 
techniques. Some still haggle about the price of 2x4’s, 
or carry dead-beat builder accounts without interest 
charges. 

But enough dealers have learned to control their 
markets so that today the industry has some clearl 
defined formulas, which show the directions whic 
profitable distribution of building materials will take 
in the future. 


22 January 2, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








It is fitting that these are digested and illustrated 
in this inaugural issue of Building Materials Merchan- 
diser—a new name for the 87-year-old American 
Lumberman. 

As a Starter, consider these: 


¢ George B. Stein, president of Currell Lumber Co., 
headquartered in Lawton, Okla., likes to tell this story 
about his friend Jack Nowell of Nowell Lumber, Cleve- 
land, Miss.: 

“Somebody told Jack that he’d better be on guard 
against outside prefabers who were eyeing such towns 
as Cleveland, Miss. But Jack said: ‘The only problem 
for those people is: who would they buy land from in 
Cleveland?’ ” 

Jack Nowell, along with his friend George Stein, 


controls many a sale by controlling land—whether it 
be scattered lots or small subdivisions. 

As for Stein, he’s not one to sing the blues. He has 
five thriving yards in Oklahoma and just purchased 
another in Colorado. His yard in Frederick, Okla., em- 
ploys only four people, but has a sales volume of 
around $150,000. No complaints about that. 

Or, consider the Currell Lumber branch in Enid, 
Okla. “We bought that yard in March of 1959,” Stein 
said. “Sales now run about $150,000. But we hope to 
build them up to $350,000 or better.” 


e In Kaukauna, Wis., Marvin Beyer bought a build- 
ing materials yard three years ago. He has since in- 
(continued on page 24) 
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ORIGINAL STORE AND WARE- 
HOUSE of Big Pines Lumber Co., 
Medford, Oreg., as it appeared 
in 1930 after modernization. This 
structure was demolished in 1959 
to make way for the building 
materials supermarket pictured at 
right. Opened last May, public 
response exceeded the excepta- 
tions of owner R. B. Thierolf. Sales 
volume in all departments mounted 
steadily for months, leveling out 
with substantial gains over pre- 
vious years. 


5,000 SQ. FT. INTERIOR of Big 
Pines store has all building mate- 
rials displayed for pickup sales, 
plus full lines of hardware, paints, 
hardware and tools. Air condi- 
tioning and background music en- 
hance the displays. Store layout, 
fixtures and merchandising proce- 
dures were planned by Harper 
Mitchell, store planning consultant 
from Portland, Oreg. 


es A Continuing Trend 
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DEALER SALES CONTROL 
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creased sales each year. How did he do it? “Service,” 
he said. 

Beyer Building Supply is only a stone’s throw from 
a big cash-and-carry yard. “But I don’t worry much 
about that,” he said, “even though some of my com- 
petitors pay more attention to it than to their own 
businesses.” 


e In Indianapolis, the Builders Lumber Co. is 11 years 
old. Young president Richard Adomatis says: 

“Our volume is growing. It’s now around $750,000. 
Through our lumber company we offer a complete 
line of services such as loans, real estate, insurance, 
planning, drawing and all the rest. We have a con- 
struction firm and a loan firm.” 


e In Grand Island, Neb., Richard E. Spelts, Jr., heads 
up the chain of five retail yards and three “independ- 


PANELING IS MAJOR KEY TO HOME IMPROVEMENT PACK- 
AGE SALES, according to Chester Koppy, president of Pine 
Lumber Co., Redford Township, Mich., pictured below in his 
display center. Pine Lumber sells more than $20,000 in panel- 


ent” associate yards, in addition to the R. E. Spelts 
Co., wholesalers. 

“Most of our operations maintain a full-time con- 
struction crew and do considerable custom building, 
remodeling, etc.” Spelts said. 

“Our Fix-It Service has been extremely successful. 
Our fleet of panel trucks for this service has been a 
door-openc: to many larger and more profitable proj- 
ects. 

“We maintain an inventory of building lots at each 
one of our major points, but we do little speculative 
building. We rather have the lots available in good 
and medium-priced sections so that we can offer com- 
plete packages, including land. In our 66 years in 
business we have always been able to control the sale 
and offer the complete package.” 

The Spelts firm now is rated by Dun & Bradstreet 
as a $1 million business. “We feel that today we are on 
the threshold of new opportunities which our industry 
presents,” says Spelts. 

e A half-dozen years ago, George L. Nichols of Val- 
dosta, Ga., attended Art Hood’s Management Work- 


ing a year in solid hardwoods, plywoods, gypsum. Panels are 
advertised regularly in Detroit papers, featuring ‘‘yard 
specials’’ to generate store traffic. Panels are priced by the 
4x8 sheet in the ads. 























shop. He became convinced that he should sell house 
packages. He tied the package idea to the shell hous- 
ing trend. 

Since then he has sold thousands of house pack- 
ages to shell home builders, such as Modern Homes. 
He provides 24-hour service for cutting and assembly 
of lumber for these packages. 


¢ In Wickliffe, Ohio, Bernard Tessler of the Euclid 
Lumber Co. was a prize-winner in the Insulation 
Board Institute Package Salesman contest last year. 

“We found our future when we began to tap the 
package home improvement market,” Tessler reported. 
“We control our own remodeling labor.” 

Like many progressive dealers, Tessler has been a 
student at Art Hood’s Management Workshop. His 
wife learned kitchen design at the Wood Kitchen 
Cabinet Institute training school. He recently hired 
two new salesmen who quickly learned package sell- 
ing techniques—one was a former railroad brakeman 
and the other a former dance studio salesman. 

“We want salesmen who understand how to sell, 
not necessarily how to take inventory,” Tessler ex- 
plained. 


e In Kansas City, John Bruce of the A. O. Thomp- 

son Lumber Co. foresaw the trend to prefabrication. 

His solution: Thompson Lumber purchased a prom- 

— Kansas City component prefaber, Wadsworth 
omes. 


e In Cape Girardeau, Mo., a city of 25,000 people, 
all five major lumber and building materials dealers 
control sales through land. Result? Outside prefabers 
stay out of this town. 


¢ In Great Falls, Mont., the Grogan-Robinson Lum- 
ber Co. was incorporated in 1906. 

“While we have seven yards under Grogan-Robin- 
son, there are three wholly-owned subsidiaries,” re- 
ports J. Brooks Robinson, vice-president. “These in- 
clude Modern Way Homes (a Lu-Re-Co franchise) 
and a separate Contractors’ Supply Yard.” 

The Contractors’ Supply Yard specializes in con- 
tractor needs. This includes packaged Lu-Re-Co com- 
ponent homes. “It’s set up to operate on a larger 
volume with a smaller markup,” Robinson explained. 

In turn, the retail operations concentrate on con- 
sumer business, including an intensive advertising pro- 
gram for remodeling, repair and pick-up store sales. 
How’s business? ““Good!” says dealer Robinson. 


e In the state of Washington, a dealer whose busi- 
ness is in the $500,000 volume reports that net profit 
ranges from 8% to 11%. Why the relatively good re- 
turn? “It all started when we went into the contract- 
ing business about 15 years ago,” he says. 

The firm has a full line of lumber, wallboard, build- 
ers’ hardware, hand tools, paint, roofing, doors and 
aluminum windows, plumbing and electrical supplies 
—and always a new “inventory” house, cabin and 
garage on display. 

The dealer’s construction crew consists of 15 car- 
penters of which 10 are on new homes and five on re- 
modeling and garages—year-around men. 

“Remodeling sales have shown a strong and steady 
increase and now we have two outside salesmen that 
do nothing but figure these jobs,” he reported. 


e In Santa Fe, N. M., David O. Wilson is vice-presi- 
dent and general manager of Star Lumber Co., Star 
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Construction and Star Plumbing and Heating. He 
says: 

“Tve been asked many times what effect our going 
into contracting has had on our contractor trade. This 
can be answered very simply. We did not like the 
idea of giving our material away. So, we had very 
little contractor business to lose. 

“The effect has been very startling, however, in 
that we have attracted the business of many sub-con- 
tractors whom we are able to use in our contracting 
business. Then we have a few small-volume builders 

(continued on page 26) 
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who suddenly realized that we, too, know this build- 
ing game and are able to help them with their build- 
ing problems.” 

Star Construction operates on 15% of the labor for 
the payroll costs and overhead and a 10% profit is 
added over and above the 15%. 

The building materials firm inserts a 1” classified 
in the telephone directory under “Home Planning 
Service.” One of Wilson’s proudest sales was a motel 
addition, which amounted to $23,577. The job origi- 
nated with the little classified ad. It was a packaged 
deal—Star Lumber and Construction handled the en- 
tire job. 


e In Racine, Wis., owners of Veenstra Lumber & 
Supply, opened Cash-Way, Inc. last year in Kenosha, 
Wis., 10 miles south of their conventional yard, 
founded in 1931. Sales are running close to prelim- 
inary expectations, says Chuck Veenstra. His next 
move? Probably a component prefab plant, so that the 
firm can service every type of customer. 


e in 1957, the Goldsboro (N. C.) Builders Supply 
Co. found itself surrounded by “wholesale-to-every- 
one” yards. C. L. Lynn, general manager, devised a 
“net discount” system for cash sales which competes 


on ml Flexible Model 


Room Displays 
ee 
——e 


The newest idea in displays for mod- 


eee ; ernization package sales is flexible model 


rooms, such as the 8’x12’ library-den 
shown at left in showroom of Oshawa 
(Ont.) Wood Products Ltd. It’s an idea 
that’s bound to grow in popularity among 
dealers. 


The flexible display concept replaces 
permanent carpenter-built rooms in the 
store. 


The Oshawa model rooms were built 
from plans available from James N. 
Lindenberger Associates, architectural 
consultants to this magazine. 


Lindenberger’s plans use steel-slotted 
studs placed just over 4’ centers. Full- 
sized sheets of plywood or other ma- 
terials are clipped between the supports. 
Changes in materials and decor is ac- 
complished in a few minutes time. Room 
sizes are adjusted on the job following a 
4’ module. 


Plans are for displays of family room; 
play and rec room; hobby room, fami- 
ly kitchen; TV-den; study-library; mud- 
and-garden room; powder room; master 
bath; utility tuck-a-way kitchen; boys’ 
room; girls’ room; sewing room-laundry; 
Florida room and music room. 


ee 


with cash competition and yet doesn’t deprive the 
customer of service and credit if he desires it. 

The system has worked so well that last month the 
company tripled its showroom—adding a new hard- 
ware and hobby shop to its combination store-shed 
operation. 

The above reports are from typical one-stop lumber 
and building materials merchandisers. They control 
their sales. Most of them serve both the consumer and 
builder trades, although some are all through selling 
to contractors at the usual contractor discount. 


Major Profit Trends 


Better display. In a cross-country survey for this 
issue, dealers were asked: “What has been your most 
progressive business move within the last year?” 

The most frequent reply was: Remodeling and ex- 
panding our showroom. Better retail stores bring in 
both package sales and pickup business from do-it- 
yourselfers, these dealers explained. 

Here are some examples: 


¢ Wheatridge (Colo.) Lumber Co. quadrupled its 
display area at a cost of $25,000. President Charles 
Potuzak said: 

“Small buyers will keep our volume steady on a 
year-around basis. By expanding our showroom and 
stocking such items as lawn and garden supplies, we 
can increase our walk-in trade.” 


¢ Co-owner W. J. Tilly, Madison Lumber Co., Seattle, 
says that store remodeling helps increase his business 
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about 30%, particularly in purchase of high-margin 


impulse items. 


e Herman Davidson, sales manager, Park Lumber & 
Supply Co., Cincinnati, comments that doubling his 
shrowroom size permits him to sell more varied mer- 


chandise. 


e John Groves, manager, Groves Lumber Co., Dallas, 


said that the do-it-yourselfer constitutes a major source 


of his firm’s income. 


stores. 


e In Oswego, Oreg., Allen Knox obtained the pro- 
fessional store design services of Harper Mitchell, who 
has merchandised many west coast building materials 


“Our consultation expense was the best money we 


(continued on page 28) 





How One Dealer Views Cash-Carry Trend 


‘‘We aren't mad at anybody,'’ says South Carolina service 
dealer. His comments below point up the changing distribu- 
tion patterns in building materials. 


In the southeast and midwest, cash- 
and-carry yards for building materials 
have been steadily increasing their 
sales for a half-dozen years.. So far, 
the trend is still continuing in these 
sections and gaining ground in the 
northeast and south. 

What is claimed to be the largest 
single cash yard is now operating near 
Hightstown, N. J. At least one major 
west coast dealer is now mapping a 
major cash-and-carry yard in that sec- 
tion. 

As a rule, the successful cash-and- 
carry yards are large in size and cater 
to builders, farmers and homeowners. 
Some cash firms call themselves 
“wholesalers.” 

The growth of cash-and-carry has 
resulted in protests by some indepen- 
dent wholesalers who sell only to re- 
tail dealers. One of the most interes- 
ing comments on this point was made 
to this magazine by Wm. L. Boozer, 
president of Boozer Lumber Co., 
Columbia, S. C.: 

“While my business is classified as 
a retail lumber and building materials 
business, I do not consider the classi- 
fication important. The business is 
simply a level of distribution between 
the manufacturer and the builder. One 
such level is necessary and cannot be 
eliminated. I don’t think any other 
levels are essential in 90% of the vol- 
ume we sell. Wholesalers are neces- 
sary for a small volume of specialty 
items and we are happy to have local 
wholesalers handle our needs in this 
area. 

“Wholesalers in our area have ade- 
quate capital, plenty of merchandis- 
ing savvy and the best salesmen in the 
business. Also, they have been retail- 
ing out of the back door all of their 
wholesale lives. The most common 
practice is to retail at home and 
wholesale out of town. 

“There is no law or moral principle 
that prevents a retail dealer from buy- 
ing from prime sources at the same 
price as cash-and-carry companies or 
wholesalers. 


“If you stock your sheds with goods 
at the same price as your competitors 
selling the same trade, how can they 
run you out of business? The only 
answer is that they are doing a better 
job of merchandising. 

“It’s my contention that cash-and- 
carry yards have no built-in advan- 
tage. 

“A conventional dealer can meet 
the c&c price any time the sale runs 
into the hundreds of dollars. But we 
would not be caught dead selling one 
sheet of plywood and tieing it on a 
customer’s car for a low cé&c price 
(see Art Hood’s theory of five prices 
on a 2x4). Every item in our lines has 
three prices in the book. 

“Shop service is another advantage 
we have over c&c. The shop has some 
headaches, but it forms a strong bond 
with contractor customers. For exam- 
ple, we have special equipment for 
fabricating louvred blinds and metal 
frame screens. Odd sizes keep coming 


in and there is no comparison be- 
tween on-the-spot service and order- 
ing from out of town. 

“Since the advent of cash-and-carry 
about six years ago in this area, the 
various types of building materials 
houses are becoming more and more 
alike. The c&c yards now run charge 
accounts with all customers who rate 
credit. There is widespread duplication 
of c&c prices by regular dealers; the 
old cut-price roofing houses are under- 
selling c&c and the wholesalers’ list 
of ‘dealers’ is greatly expanded. 

“I think in another five years the 
only difference between firms you 
can find will be in each company’s his- 
tory and the name under which it op- 
erates. Whether you call it wholesale, 
c&c, retail or co-op, all will be buying 
from prime sources at the same cost 
and selling the same consumer at the 
same price. 

“Personally, we like the retail la- 
bel. It is wholesome, upright and re- 
spectable. We can walk right in and 
sell anybody who needs building ma- 
terial at any price we are smart 
enough or dumb enough to quote. 
That is exactly what we aim to keep 
on doing and we aren’t mad at any- 
body.” 


COMBINATION WAREHOUSE-STORE is a feature of Spagnol Cash & Carry Lumber 
Co., Export, Penna. Firm has six branches in Pittsburgh area and plans additional 
units for 1961. Its main yard has 87,000 square feet of warehouse space. The com- 
pany supplied Pittsburgh tract builders before switching to cash-and-carry policy. 
Spagnol is now expanding into land control and building to supplement its retail 
cash-and-carry business. 
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ever invested,” said Knox. “We increased impulse 
buying 100%, paint and hardware sales 50% and 
showed sizable increases in yard items, too.” 


e New York Lumber Co., New Brunswick, N. J., 
seeking a handyman business, created an eye-catch- 
ing window display. 

“Our new broad window, facing main street, has 
been very helpful in drawing both pedestrians and 
drivers into the store,” said I. M. Zamost, president. 


e Hansen Lumber Supply Co., Seattle, increased sales 
by installing a paint mixer—it’s often the little ideas 
that count. 


Home Improvement. There’s a great deal of talk 
in building materials manufacturer circles this year 
about the “red-hot” home improvement market. You'll 
find that most national consumer advertising cam- 
paigns in 1961 will promote remodeling. 

Of course, home improvement has always been a 
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ANGLE IRON GUIDES for roof truss manufacture at Lander Lumber in 


El Paso, Tex. 


prime market for building materials dealers. Remodel- 
ing contractors are seldom large enough to stock the 
variety of materials and specialties needed for mod- 
ernization. 

One of the boldest ideas for modernization is the 
Richheimer Modernizing Service, a network of fran- 
chised home remodeling dealer-contractors. RMS pro- 
vides complete sales and estimating training for fran- 
chised dealers. Headed by Herbert R. Richheimer, 
it is one of the nation’s largest packaged home improve- 
ment firms. Eventually, Richheimer hopes to use na- 
tional advertising to promote his RMS dealers. 

Richheimer expects that most of his franchised firms 
will be lumber and building materials dealers. One of 
the first is the Linden (N. J.) Lumber Co. 

Last year, American Home magazine set out to find 
what type of retailer could provide quality and de- 
pendable home improvement services, including plan- 
ning and complete services. The editors selected retail 
lumber dealers. Nine dealers were awarded mer- 
chandising plaques for their superior home improve- 
ment services by the magazine at the recent NRLDA 
Exposition in San Francisco. 

The potential in home improvements is illustrated 
by the experience of O. K. Lumber & Hardware Co. 
in Denver. 
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C-CLAMPS hold joints true while plate and nails 
are driven into wood. 


Prebuilt Trusses: A New Horse to Ride 


“We needed something to woo back our contractor 
business,” said George Staten, president of Lander Lumber 
Co., El Paso, Tex. The firm’s roof truss setup has helped 
to bring back contractors and develop packages to build- 
ers. 


Lander’s experience is shared by building materials 
dealers everywhere. Preassembly of trussed rafters has 
been one of the most pronounced trends in the industry 
during the past year. 

Lander’s work table, in three sections, is made of 2x4s, 
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In 1953, O.K.’s first year in business, about 90% 
of all sales were home improvement packages. Nearly 
all of these were basement finish jobs sold to owners 
of tract homes. Today home improvement packages 
account for about 60% of this dealer’s volume. An 
average 13’x19’ basement sale of acoustical ceiling 
tile, V-grooved plywood paneling, vinyl floor tile and a 
door sells for $475. A built-in snack bar and cabinets 
step up the package to $675. 

“Selling home improvement packages is profitable, 
if you charge higher prices to small quantity prices,” 
said O. K. Stookesberry, president. 

Besides recreation rooms and full-house remodel- 
ing, dealers report that kitchens are the most profit- 
able home improvement package. 

Finance. Along with full home improvement pack- 
age service, many dealers now process loans for re- 
modeling. For instance, Dwight Hall of Hall Lumber 
Co., Savannah, Mo., claims that FHA Title I loans are 
“made to order” for lumber and building materials 
dealers. 

“Many dealers think there is a lot of red tape in 
Title I loans. But the fact is there is no trouble at ail,” 
said Hall. “Our bookkeeper fills out the forms in a few 
minutes. 
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elevated 40” off the ground. Each 2x4 is separated by a 
2” space which makes it simple to re-position the angle- 
iron strips used to form the various truss patterns. The 
table top is also color schemed so workmen need not 
measure each time they layout a different patterned truss. 

After 2x4s are positioned in jig, plates are hammered 
into place and nails driven, on one side and then the other. 
Then the form is run through the 5-ton press which 
squeezes the plates and nails. 

“With 21% men, we turn out a completed roof truss 
every 10 minutes. With a full-time man on the 5 hp. 
radial saw, we turn out 100 roof trusses in a 8-hour day,” 


“Title 1 loans for home improvement have helped 
us sell more materials than any other factor. They 
are cash sales—no charge accounts. 

“Last year in one tiny hamlet of 94 persons, we 
sold $25,000 worth of building materials under Title 
I. Price isn’t uppermost in people’s minds when you 
help them arrange this financing. 

“We continuously advertise home improvements at 
so much per month. Often within 30 minutes from the 
time a customer enters the store, we have filled out the 
Title I form, arranged bank approval and are loading a 
truck!” 

Prefab components. There is little doubt now that 
the dealer who wants to sell to new home builders 
can get this business at a profit by selling yard-fab- 
ricated component homes. 

The newest trend is to flexible fabrication shop in 
which any house design can be pre-assembled on long 
layout tables without expensive shop equipment. There 
are three new systems of this type introduced within 
the past year being used by leading dealers and whole- 
salers. These are the Kemp system, reported in the 
October 10th issue of this magazine; the Craftbuilt 
system, shown in the November 7th issue of this mag- 

(continued on page 30) 
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ROLLER CONVEYOR 
delivers nailed and 
plated truss to Lan- 
der’s press for com- 
pletion. Note sample 
truss displayed at 
right along street. 
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Staten said. 

“We now sell more lumber, as well as other materials 
and hardware to contractors. Roof trusses help us beat 
cut-price competition,” the dealer commented. 

Lumber accounts for about 30% of the truss price. 
By making trusses at the yard, the dealer also makes a 
profit on the preassembly labor. 

Building materials dealers and wholesalers in all sections 
of the country have found roof trusses a valuable business 
builder. It is often a prelude to yard-fabrication of struc- 
tural wall panels. Some dealers now use automatic equip- 
ment to manufacture 280 trusses a day. 


INA 
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azine and the Wald-Way system, which will be de- 
tailed in a forthcoming issue. 

A story on the Kemp system as used by a prominent 
wholesaler is told on page 44 this issue. 

The Lumber Dealers Research Council is also gain- 
ing new dealer fabricators. 

By far the most popular prebuilt component for 
dealers is the trussed roof rafter. A host of metal con- 
nector systems are now on the market. There are four 
major automatic truss machines being sold to dealers, 
capable of turning out 280 trusses a day. 

A dealer can get into the truss business for as little 
as $2,000, which includes a supply of truss connecting 
plates. 

Dealers report that through the sale of trusses they 
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FIBERGLAS INSULATION 


Make indoor living of your home more comfortable by insulating with 





Fiberglos Insulation. This efficient insulation will cut your heating 
ond air-conditioning costs by keeping your house warmer in winter 
cooler in summer, What's more, you can easily ond quickly instol! 


Fiberglos insulation. And it lasts the life of your house! 


NOW 
1." Economy — 15° — 140 roll reg. 5-60—-$5.30 
2" Med. Thick — 15° — 100 roll reg. 5-50— 4.95 
2’ Med. Thick — 23° — 153 roll reg. 8.42— 7.60 
3° Full Thick — 15° — 70 roll reg. 4.90— 4.50 
3” Full Thick — 23° — 107 roll reg. 749— 6.95 
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AGGRESSIVE MERCHANDISING such as the truckload sale of 
Fiberglas insulation, depicted in ad above, has tripled sales 
volume at the Gallant Lumber Co., Toledo, Ohio, within a 
year and a half. The company spends $10,000 per year on 
advertising and promotion. Special sales and demonstrations 
are held each Saturday morning to catch the do-it-yourselfer. 
Gallant spent $3,500 on an open house promotion last sum- 
mer which drew 10,000 people and has helped raise average 
weekly gross sa'ss by $10,000, according to manager Virgil 
Bastian. 


have managed to get complete house package sales to 
builders. 

Prehung doors are also a growing profit line for 
enterprising yards. For example, The Lumber Market 
in Renton, Wash., set up a prehung door shop for $1,- 
500. Now one man turns out doors to order “in a 
matter of hours.” 

John Shook, secretary-treasurer of the Lumber Mar- 
ket, said that the new department has lured new con- 
tractor business for the yard. 

Allied to component fabrication is lumber precut- 
ting. Dave Wight, O’Neill Lumber Co., San Carlos, 
Calif., reports that his most important profit step in 
recent years was to start precutting for builders. “Our 
efforts to help contractors save money put us into 
high gear and made business boom,” he said. 

An outstanding example of how dealers control sales 
through a separate packaged prefab house division 
comes from Fort Wayne, Ind. Royal Homes was es- 
tablished there in August by the 55-year-old Fort 
Wayne Builders Supply. 

Royal Homes consists of its president and packaged 
house salesmen. The home packages are sold to con- 
tractors—and both construction and mortgage financ- 
ing is arranged. Structural prebuilt components are 
purchased from Fort Wayne Builders’ Supply. 

Up to the time when winter set in, Royal Homes 
was signing up a builder a week. 

Summing up his firm’s entry into prefabrication, 
president Stephen L. DeWald said: “It seems to us 
that in the coming competitive market, somebody in 
distribution will probably be squeezed out. We don’t 
want it to be Fort Wayne Builders’ Supply.” 

In addition to component walls, the Indiana dealer 
can provide prehung doors, roof trusses, component 
ceiling and floor panels. 


Cash-and-carry. Among the new forms of retailing, 
which have caused headaches for many established 
building materials dealers in recent years is cash-and- 
carry competition. 

Today, “wholesale-to-everyone” cash yards are still 
gaining ground. For example, the “world’s largest” 
c&c yard, occupying some 26 acres near Hightstown, 
N. J. is one of the newest. 

Big cash yards are still confined to the midwest, east 
and south. But several western dealers are planning 
special cash-and-carry yards for this year or in 1962. 

An example of a dealer who switched to cash-and- 
carry in 1959 is Acme Lumber, Minneapolis. Dick 
Frees, manager, said that the move stepped up walk- 
in trade 50%. 

“Besides the bookkeeping load, charge accounts 
were getting difficult to collect. Now we have fewer 
employes and profits have gone up,” he said. 

But some smaller dealers who tried cash-and-carry 
found that the profits started to drop when a big cash 
yard moved in nearby. This was the case for one II- 
linois dealer, who said: 

“We're now going into prefab component homes so 
we can control big-ticket packages. We may have less 
volume, but we think we can end up with just as 
much profit.” 

Probably the best testimonial for the need to know 
the changing trends in building materials merchandis- 
ing comes from a West Virginia dealer. 

“At one time our yard was doing around $800,000 
sales—in the ‘regular way’. But we did only $80,000 
in 1959—and lost plenty of money. We did nothing 
progressive. We tried to sell out, but the deal fell 
through.” 
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Promote Fam 


Ideas for Ads 
@ Complete Layouts 











@ High quality illustrations 


ADservice, produced by Building Materials Merchandiser has 
unique flexibility. If you promote remodeling, illustrations 
are offered on all big ticket packages. And when a multi- 
item ad is planned you have your choice of hundreds of 


product mats. 


MAT NO. 331 Piece-Price Lumber 


There are now 34 mat pages available. Each page sells MAT NO. 332 
for $3.95, less in quantities, and you get a large heading 
illustration and from six to seven smaller illustrations on 
every page. With each page, we also provide suggested > 
layouts and copy. ma LE | 
$ 
Package 2 Br Tt 
Products and Mat 
Applications Page No. 
Acoustical tile .............. 27 
Awning, window ........... 


SE ows ahnkvs ate dWs cee q 
Christmas patterns : 
Combination doors .......... é 
Combination windows ....... g 
Counter top 





Theme and Project 
Illustrations 


Add-a-room (exterior) 
Add-a-room (interior) 
Add-a-room (sketches) 
Attic room 


Christmas, headline illus. .... 





6 in 60.4 50 6h Kg hae ea ee 25 


Entrance, before-after ...... 25 Doors, interior 


ee ree é 
Fence, picket 

Floor tile 

Hardboard, perforated 
Insulation, blanket 

Insulation, pouring 


Kitchen cabinets ......... 23, 2 


Louvered shutters, interior .. 4 
Lumber, piece-price ........ f 


Paint, exterior 

Paint, interior 

Ping pong table ............ 33 
Plywood 2 
Roof cement. 

Roofing, shingles 

ee ee eee eee ee : 
Table legs Sid sa cabs waka 
NE MN EE nou oxi dene coe 
Train table, plywood 

Wall tile 

Weatherstrip 

Wrought iron railing ....... q 


Family-recreation room...23, 32 


Garages 
Garage converted to room.... 24 
Get ready for winter ....... 30 


Home improvement 
(composite) 34 


Insulation 25 
aiid oka bs bs oe +5 ka 23, 


Modernization Magic 
Money to loan 


Outdoor living 


see eee 2 : 
Planning help 
Plywood 


UE Nee tse vikcsctspevesun 26 
Screened porch 











THERE’S NO WINTER SLUMP in yards merchandising indoor 
sales packages with ADservice materials. Page 32, above, in 
the ad program makes it easy to go after more recreation room 
business. Other mat pages cover kitchens, attic rooms and many 
individual products such as insulation, paneling, laminates, 
doors—all the related items which make up high-profit, sale- 
able packages. ADservice is not a ‘‘canned"’ proposition. We 
furnish layouts but rely on each dealer to stress his own indi- 


Warehouse sale 


Package 1 


Theme and Project 
Iustrations 


Add-a-room 
Attic rooms 


Christmas, general 

Christmas, recreation room.... 
Christmas, tools 

Fencing 

Garage selection 

Hardware 

Home workshop, tools ‘i 
Home improvement for interior: 


Insulation .... 


Recreation rooms ... on 


Spring check-up .............. 


Products and 
Applications 


Adjustable post ..... 
Blanket insulation ... 


Caulking gun 

Cedar closet lining .... 
Ceiling tile, insulating ... . 
Ceiling tile, acoustical ....... 
Concrete mix 


Cornice, plywood 
Counter top met ade 
Cutting board .... 


Doors, combination . 
Doors, flus'! 

Doors, folding 
Doors, interior 
Doors, 

Doors, screen . 


Fence, ornamental 
Fence, pickets .. 
Fence, posts .... 
Fence, wood 

Floor tile 
Flooring, hardwood 


Garages 

Garage doors 

Glass block 

Gutter and downspout .... 


Hardboard, perforated . 
Hardboard, wall tile 
Hardware, builders’ 
Hose, garden 


Insulating plank 
Insulating siding . 
Insulation, blankets .. 
Insulation, pouring .... 


Jalousie 


Kitchen cabinets ... 
Knotty pine 


Ladders -- 13 
, 22 


Medicine cabinets ............. 16 
Mortar mix .. epee 


viduality, product lines and services to the customer. 


Paint brushes 

Paint, exterior . 
Paint interior ........ 
Paint, masonry .. 


Paint, roller and tray Wea 


Ping pong table 
Plywood .... 

Plywood built-ins 
Plywood handy panels 
Plywood paneling .... 
Plywood train base 
Posts, fence ..... 


Roof coating 
Roofing, roll ...... 
Roofing, shingles .. 


Screen doors .. 
Screen, window 
Screen, roll .. 
Shelving lumber ... 


Shingles, asphalt ... eel 


Shingles, wood . 
Siding, wood ...... 
Stairs, disappearing 
Storm sash 


Tools, 
Trellis 


Wallboard 

Wall tile ..... 
Weatherstrip .... 
Windows , 
Wood mouldings . 
Wood paneling . 
Wood siding 
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Building Materials Merchandiser 
59 E. Monroe St. 
Chicago 3, Ill. 


(Circle pages desired) 


Package 1 
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SPECIAL FREIGHT CAR which received keen dealer interest at 
recent NRLDA Exposition included newly-adapted 4’x2’ unit- 


More Unitized 


VEN THE SMALLEST YARD can enjoy the time 
and saving conveniences of receiving lumber direct 
from the mill, within the protection of 50’ double-door 
box cars, according to John W. McAloon, manager of In- 
dustrial Lumber Sales for Southwest Forest Industries, 
Phoenix. 
Speaking to dealers at the recent National Retail Lum- 














oe 


PRECUT TRUSS PARTS are handled in unit loads at NRLDA 
Exposition. Component members are precut by Wood Compo- 
nents, Inc. in the Northwest and shipped nationally. Load 
shown above is on its way to Trendway, Inc., prefab division 
of Rosenthal Lumber, Crystal Lake, Ill. 
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ized lumber. This car was sponsored at the show by Georgia- 
Pacific Corp. It was loaded at G-P’s mill in Toledo, Oreg. 


Handling Ahead 


ber Dealers Exposition in San Francisco, McAloon said: 

“The Southwest Forest Unitized Lumber System is a 
process by which random length lumber is packaged, 
bundled and finally unitized into easily handled compo- 
nents which are weight-coordinated to capacities of various 
fork-lift trucks. 

“Complete cars have been unloaded at retail yards in as 
little time as 31 minutes.” 

Southwest’s basic unitized lumber component is the in- 
dividual package, measuring 2’ wide by 2’ high. Steel 
strapped, the approximate weight is 1,650 pounds. Two 
packages can be unloaded at one time by 2-ton equip- 
ment. Four individual packages tied together with a single 
steel strap became a “bundle” that is handled by trucks 
with a capacity of 3 to 4 tons. Two individual packages 
plus a bundle strapped together become a 6-package unit 
for 5 to 6-ton fork lifts. There’s also an 8-package unit 
for handling by 6 to 8-ton equipment. 

Two lengths of stock are included in each Southwest 
package and an actual tally of pieces is marked on each 
package. This eliminates laborious piece-by-piece tallying. 
However, 2x4 and 2x6 dimension stock is packaged one 
length per package. 

Dealers may order straight carload quantities of one 
item, on either a minimum-car basis, normal or full-car- 
load basis. This includes all stock all the way from 1x4s to 
6/4x12’s. A dealer can order several different items (all 
unitized) in mixed cars. 

Savings. The SFI unitized system is in line with the in- 
creased need to reduce both shipping and unloading costs 
for lumber. 

Recent test shipments reported to the NRLDA ma- 
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terials handling committee show that lumber can be 
shipped via flatcars for long distances with minimum 
damage or load disarrangement. 

An experimental car of 41,084 board feet of dimen- 
sion rode the rails from West Coast to East Coast. Total 
cost of unloading this flatear was only $2.22. That’s 5.4¢ 
per thousand board feet for unloading . . . including lift 
truck driver’s time. No helpers were needed for unloading 
at destination. 

Most flatcar loads to date have McCracken packets 
combined in 4’ wide and 30” high (nominal) standard 
lumber units. The McCracken packet has two nominal 
sizes: 10” widths or 5” widths of 1” and 2” lumber, 4x4s 
and 4x6s are 12” high and 20” wide. All other widths of 
1” and 2” lumber are packaged 10” high and 24” wide. 

Shipments of 2’x2’ packets combined into 4’x4’ 
packages are said to prevent excessive coring when prop- 
erly strapped. 

Lowest unloading costs come when a dealer has access 
to both sides of flatcar at ground level. 

Dealers attending the 1960 NRLDA Exposition in San 
Francisco witnessed demonstrations of the strapped flat- 
car and boxcar unit loads, as pictured on these pages. 
These included special delivery equipment for packaged 
component house loads. 

Costs. Homer Hayward, general manager of Hayward 
Lumber Co. operations in Salinas, Calif., reported to deal- 
ers that his company found that 42% to 142% of gross 
sales represents the cost of handling equipment used in the 
six Hayward yards. This mechanical equipment, however, 
has proved beyond doubt that it reduces total handling 
costs, he said. 

Labor costs in the Hayward yards range from 342% 
to 5.6%, not including clerical, sales or management. 

“We have learned that the most effective of our yard 
operations cost us $4.67 for each $100 in sales, com- 
pared to $7 per each $100 in sales for our most inef- 
ficient yard,” Hayward said. 

J. D. May, of United States Gypsum Co., told dealers 
at the Exposition that “a savings of $4,000 in more ef- 
ficient yard layout means as much to a dealer as $20,000 
in new business.” 


HALF-HOUSE LOAD of trussed rafters, wall panels and mill- 
work is picked up handily by new Challenger-Cook Bros. 
straddle trailer. Doud Lumber Co., San Jose, supplied mate- 
rials for handling demonstrations at NRLDA show, Nov. 13-16. 
Specialized delivery equipment will be needed as dealers step 
up package component home services to builders. 


McCRACKEN BOOM UNLOADER demonstrated at Progress 
Lumber Co., Redwood City, Calif. This fork lift attachment can 
be used effectively by small dealers with 2,000-lb. capacity 
lift truck. It's engineered for handling of McCracken packets. 


UNITIZED PACKAGE is hoisted onto trailer by International 
Harvester 560 tractor with 6,000-lb. capacity at 24” load 
center Harlo fork lift attachment. 





‘6l FORD TRUCKS 


SAVE FROM ¢31 TO °I57 ON PRICE* ALONE 
WITH FORD'S F-IOO STYLESIDE PICKUPS 


Contractors everywhere are finding that the 
half-ton Ford Styleside is priced below all other 
comparable pickups! And these rugged pickups 
are designed to keep right on saving with lower 
maintenance and operating expenses. Their du- 
rable, one-piece cab-and-box construction pro- 
vides increased rigidity and eliminates a major 
source of rust and corrosion. Not only does the 


sheet metal last longer with this stronger body, 
but it also contributes to a quieter ride. 


And you can save more . . . because you can 
carry more on every trip. Styleside bodies are 
longer and wider with loadspace increased as 
much as 16%. In addition, wheelbases have 
been lengthened 4 inches and this combined 


with the improved shock absorbers gives a ride 
that’s unexcelled in its field—proven by scien- 
tific Impact-O-Graph tests. For construction 
work the angle of approach has been increased 
so you can climb steeper drives or go over 
deeper ditches or gullies. Ford also offers 
America’s lowest-priced* 4 x 4 with big 8-ft. 
box, the F-100 Flareside. 


And you can save on operating expense! 
Ford’s Mileage Maker 223 Six is standard on 
all conventional pickups to keep gas costs low. 
The economical 292 V-8 is available for jobs 
requiring extra power. Both engines are equip- 
ped with Ford’s Full-Flow oil filter that lets 
you get 4,000 miles between oil changes. 


* Based on a comparison of latest available manufacturers’ suggested retail delivered prices 


January 2, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





/ 


SAVE UP TO $150 ON FRONT TIRES! In certified tests of 
truck suspensions, Ford front tires lasted up to twice as 
long. In 50,000 miles, savings can add up to $150 on a 
pickup . . . more on two-tonners. And Ford’s sturdy I-Beam 
front axle and leaf-spring suspension not only cut tire wear, 
but their simpler design also cuts maintenance costs. 


SOYA Z 


12,000 MILE 
OR1IZ MONTH = 
WARRANTY 


A UNNURUAURUNUAIA WSUS BUBURDRURURDRDRDRDRURID SS 
SAVE WITH GREATER DURABILITY... on all 1961 Ford 
Trucks, each part, except tires and tubes, is now warranted 
by your dealer against defects in material and workmanship 
for 12 months or 12,000 miles, whichever occurs first. The 
warranty does not apply, of course, to normal maintenance 
service and to the replacement in normal maintenance of parts 
such as filters, spark plugs and ignition points. Never before 
have you had such protection . . . such evidence of long- 
term economy! 





SAVE WITH FORD’S NEW 262-CU. IN. 
“BIG SIX” ALL-TRUCK ENGINE FOR 
TOP PERFORMANCE AND ECONOMY 


America’s savingest two-tonners offer a big 
262 Six with the power of big displacement, the 
gas economy of 6-cylinder design, plus the dura- 
bility of heavy-duty construction. This engine 
features a sturdy stress-relieved block, strong 
forged steel crankshaft, long-lasting stellite- 
faced intake and exhaust valves, and durable 
pyramid-type connecting rods. And Positive 
Crankcase Ventilation reduces oil dilution and 
sludge formation to extend engine life. Ford’s 
proven 292 V-8 and 292 HD V-8—the V-8’s with 
**six-like’”” economy —are also available for your 
special power needs. 


You also save with other new durability fea- 
tures like the more rugged frame, stronger 
radiator with new lock-seam construction, im- 
proved cab and chassis electrical wiring, plus 
longer, easier-riding and more durable rear 
springs. Ford’s parallel ladder-type frame with 
standard 34-inch width allows you to install 
new or transfer your present special construc- 
tion bodies quicker and for less. Also, the frame 
drop in the cab area lowers cab height .. . 
makes for easier entry. 


FORD TRUCKS COST LESS 


YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK” PROVES IT FOR SURE... 
FORD DIVISION, Senator Company. 
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SMART SHOWROOM INTERIOR at White County Lumber Co. embodies the ‘‘department store of building’’ business principle. 
Displays include builders’ hardware, ceiling tile, tools and paints. Office space is at left behind sales counter. 


Enterprising DealerHelps 
Small Town Grow 


* Progressive two-man team at White County (IIl.) Lumber Co. 
has long practiced packaged selling and land development. 


* A remodeled showroom and improved materials handling facil- 
ities has been added, making this firm a model small-town 
merchandiser. 


* Their experience shows that any dealer in almost any size of 
market can grow, despite competitive pressure. 
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CarRMI, ILL. 

T WO MEN stand on a hilltop and 

gaze with satisfaction over the 

housetops of this southeastern Illinois 

community of 6,000, which is grow- 

ing because they use DSC (dealer 
sales control). 

Carl H. McDaniel, president, and 
G. H. “Gib” Racster, manager, White 
County Lumber Co., launched their 
lumber and building materials business 
in Grayville, Ill. 14 years ago. As 
winter closed in, they shivered in a 
windowless office, but by the next fall 
they had moved enough building ma- 
terials to open a new, main yard 25 
miles southwest in Carmi. 

Since then the business has grown 
to an annual volume of $350,000. As 


building materials merchandising in- 
creased, the partners branched out in- 
to big-ticket package selling and land 
development. They began buying land 
in 1950. 

“That first winter in Grayville was 
mighty tough,” Racster pointed out. 
“When we bought land here in Carmi 
to build our store and yard, everyone 
said we couldn’t make a go of it. 
But we've been fortunate—and suc- 
cessful. We’ve moved ahead all the 
time.” 

Looking from the hilltop, McDaniel 
and Racster see a forest of TV anten- 
nas rearing skyward over land the 
partners developed in western Carmi. 
All building materials that went into 
the four subdivisions—containing 124 


homes to date—were sold by White 
County Lumber Co. Profit was well 
over 30% too. That’s the reason for 
their pride in achievement. 


Contractors. White County main- 
tains a very close working relation- 
ship with its contractors. Therefore 
the firm doesn’t need—or want—a 
construction division. In effect, the 
builders work directly for the dealer. 
Racster keeps tabs on what each con- 
tractor is doing. He recommends jobs 
for those who have less to do. 


Land development. Racster is also 
the firm’s real estate salesman. White 
County Lumber always keeps several 

(continued on page 38) 





TV ANTENNA FOREST rises above White County 
Lumber land development in Carmi, above. Homes 
built for $8,500 each on 70 sites are constantly 


being 


improved—with materials 


from White 


County. Responsible for firm's success are Carl 
H. McDaniel, president (left) and G.H. ‘‘Gib’’ 


Racster, 


Carmi manager. 
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REMODELED STORE brought modern merchandising to the small town of Carmi, Ill. Store replaced small showroom on the 


triangular-shaped lot, as sketched below. 
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lots in inventory for future needs. 

White County’s largest development 
covered 10 acres in northwest Carmi. 
Young couples with growing families 
grabbed the $8,500 homes. They were 
built on small lots with buyers doing 
part of the finishing work, such as in- 
side painting or installing storms and 
screens. After the young folks had 
established an equity in their homes 
and needed improvements, they 
turned to White County Luraber Co. 
for supplies. 

An outside salesman follows up 
leads for garages, room additions, 
expanded attics, improved bathrooms 
and remodeled kitchens. It’s a con- 
tinuing source of the retailer’s income. 

“We keep our contractors busy 
building ahead in this development,” 
Racster said. ““That way we have some- 
thing to sell the family that wants to 
move in right away when they decide 
to buy. We feel it’s better to have 
materials advertising for us in a few 
homes than laying around the yard.” 

Materials control. “Even though we 
don’t make a big profit on these 70 
homes, they do help us control our 
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inventory. Every dealer has shorts or 
odd lots of windows in stock unsold. 
We use shorts as plate strengtheners 
and clear them out,” Racster said. 

“If we find we have a few odd- 
sized windows that haven’t moved, we 
buy up enough more to complete a 
house and put them in a new small 
house. It changes the appearance so 
they all don’t look alike and saves us 
money in storage space as well.” 

Package selling. White County’s 
combined Carmi-Grayville operation 
is geared to selling big-ticket packages 
of building materials, labor and fi- 
nancing. The dealer works closely 
with local lending agencies. 

It was to supplement this package 
sales control that McDaniel and Racs- 
ter embarked on land development 10 
years ago. Seventy lots were sold in 
one subdivision, i8 in another and 16 
in a third. These three developments 
were handled through the company. 
However, a 10-lot higher-priced home 
development was handled by the part- 
ners outside the dealership. 

They had their contractors build 
houses ranging from $18,000 to $35,- 





000 in a small exclusive subdivision 
with lots selling for $2,500 to $4,000. 
Profit on sale of all subdivision lots 
ranged from 100% to 300% after 
improvement. 

“One thing a developer has to watch 
for,” Racster explained, “is the trend 
of town growth. He has to know his 
area. You can get caught short buy- 
ing land in one area, when people 
want to expand in another.” 

White County is still working on 
the development begun in 1950. Lots 
are still being sold in one started five 
years ago. The lumber and building 
materials dealer expects to not only 
fulfill these projects but build more 
in years to come. It’s big business. 

Credit policy. On January 1, 1960, 
White County Lumber Co., began a 
new credit policy. Now the building 
materials merchant only extends credit 
up to 90 days before adding a 1% 
per month charge for each month the 
account is delinquent, except the first. 

“We never had many accounts re- 
ceivable problems,” stated McDaniel, 
“but this new policy cleaned up those 
we did have.” 
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Remodels. Last June the retailer 
completed an office-showroom re- 
modeling job. One reason was to pro- 
vide an information and display serv- 
ice for contractors customers. Build- 
ers now bring potential customers to 
White County and receive free as- 
sistance in planning and selling jobs. 
The dealer doesn’t charge for house 
plans or materials lists. Racster is in 
the process of performing either chore 
almost every day. 

McDaniel explained that the firm 
also wanted to maintain its reputation 
as a local one-stop building center. 
The partners’ second reason for re- 
modeling was to increase drive-in and 
walk-in trade volume. 

“If we don’t provide our customers 
with the service and facilities they 
want,” McDaniel said, “we can neith- 


SKYLIGHTED WAREHOUSE 
stretches one block east from 
White County store, along rail 
siding. At right you see unique 
sliding doors which are at- 
tached to part of the pole- 
frame warehouse-shed. Any or 
all of these gates can be 
opened to reach stacked, pal- 
letized materials. Savings ac- 
crue from fork-lift handling. 
Loads also are made from 
either side of center warehouse 
drive, as interior view shows, 
below. 


er succeed nor keep on growing.” 
White County Lumber Co. has al- 
most constant floor traffic. The paint 
department is a handyman attraction. 
It accounts for about 20% of overall 
volume in the new 3,000 square-foot 
store. Every kind of building material 
possible is displayed in the showroom. 
Materials handling. Another reason 
McDaniel and Racster wanted to mod- 
ernize the store and yard was to com- 
bine several storage sheds into one 
long warehouse to achieve more effi- 
cient materials handling. Employes 


built the structure themselves with an 
eye to making maximum use of the 
2-ton and 5-ton fork lift trucks. They 
made roof trusses of bolted and nailed 
timbers and glued plywood gussets. 
Now White County Lumber has a 


complete materials handling setup in 
the block-long pole-type structure. All 
materials are strapped and palletized 
in packages suitable for normal de- 
liveries. 

Both sides of the elongated, angled 
shed can be opened to permit quick, 
easy access to any materials. A siding 
runs along the north side, a truck 
loading area on the south. Every item 
is placed for speedy movement. 

All existing space in the odd-shaped 
yard is effectively utilized. There is 
no need to jockey the fork lifts 
around or move loads that won’t be 
shipped right away. 

Any retail building materials dealer 
can profit from ideas put forth by 
McDaniel and Racster. They have a 
modern, efficient system of dealer 
sales control. 








WHATS AHEAD FOR SUBURBIA 


Lumber, Hardware, Materials 
Sold From a Shopping Center 


* Homeowners find every- 
thing from a 2x4 to a “‘big 
ticket’ home improvement 
package available inside the 
newly-opened E-G Home 
Center, which is pulling heavy 
traffic—and sales. 


DOwNERS GROVE, ILL. 
HE NO. 1 TENANT in a million- 
dollar shopping center just opened 
in Chicago’s west suburban area is 2 
building materials supermart. Occupy- 
ing 25,000 square feet under roof, 
the two-level E-G Home Center is 
the largest of five major stores in the 
new center called Downers Market. It 
is the first Chicago area retail yard 
to locate in the “hot” traffic pattern 
of a shopping center. 

“Besides the store traffic generated 
by the magic of the center, we are 
using full-page advertisements in three 
newspapers to attract suburban home- 


owner trade,” says Edward Gee, Sr., 
owner. 

Opened last November at a cost of 
over $200,000, the store pulls custom- 
ers from a five-mile radius in which 
expansive housing developments have 
blossomed. It is offering both pickup 
merchandise and package remodeling. 

Ed Gee brings to the center store 
merchandising know-how gleaned from 
31 years as one of the industry’s fore- 
most retailers. Assisting him in his new 
venture are: Edward Gee, Jr., presi- 
dent; William Wannemaker, secre- 
tary-treasurer; William Stoeber, vice- 

(continued on page 43) 
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MAIN FLOOR 


Lumber and Building 
Materials Pickup 


Suburbanite homeowners select their needs 
from dominant displays of lumber and build- 
ing materials occupying 5,000 square feet 
of the main floor in E-G store. 


HANDY CART enables shoppers to wheei lumber pieces 
through a checkout lane, straight outdoors. Cashier pushes a 
button to activate opening of a door in a special exitway for 
lumber customers. They have free use of cartop carriers. 


: oe 
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PLYWOOD PANEL SHEETS were an advertised special for 


three-day grand opening at E-G Home Center. Mass displays 
attracted attention, resulted in many sales. 


DOORS AND SHEET MATERIALS are priced, labeled and 
stocked along showroom wall of main floor. Display of inte- 


rior, exterior and combination doors is 35’ long; huge selection 
of 4’ x 8’ sheet stock stretches 33’6”. 


A-FRAME DISPLAY inside store, holds 
stocks of white pine and mahogany 
moldings and finish lumber. Note per- 
forated board used for end bins. The 
A-Frame is green-stained to appeal to 
the woman shopper. 


@ INDOOR LUMBER BINS run to ceiling and 
are visible from any area of main floor. 
President Ed Gee, Jr. (left) is shown with 
secretary-treasurer William Wannemaker 
beside self-selection display. 


January 2, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





POWER TOOL DEMONSTRATION _is 
part of a salesman's job at E-G. De- 
partment manager Fred Porter shows 
women customer advantages of using 
61,” portable saw. She bought tool for 
her do-it-yourself husband. 





E-G HOME CENTER 


(begins on page 40) 








binned and priced, another item de- 
signed to make the store a one-stop 
shopping center. All island displays such 
as this one are numbered for shopping 
convenience. 


MAIN FLOOR (CONTINUED) 


GIFT SECTION just inside store entrance 
displays numerous import items. Huge 
selection of gifts and housewares de- 
signed to attract Mrs. Suburbia are at- 
tractively displayed in a 2,000 square 
foot area. 


Hardware, Gifts, Paints, Related Products 


PAINT AND PAINT SUNDRIES is one of the largest major de- 
partments on the main floor. It occupies 1,000 square feet of 
selling area. Colorizer system appeals especially to women. 
Nationally-advertised brands are featured. Wood finishes are 
given prominent display. Note color design on upper walls. 
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THREE CHECKOUT COUNTERS are available for peak cus- 
tomer periods. Both jumbo-size wire shopping carts and over- 
the-arm shopping baskets are used. Departments are identi- 
fied by easy-to-see numbers, supermarket-style. Note ceiling 
pennants which help to provide shopping excitement. 
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president; Victor Schwenn, controller; 
George Cavnar, purchasing agent; and 
Walter Loder, store manager. Last 
year the Gees and Wannemaker sold 
their interest in a large metropolitan 
south side Chicago yard to a brother. 

Mass display. “Our dominant display 
of lumber and building materials on 
the first floor makes us different from 
the usual hardware store located in a 
shopping center,” says Wannemaker. 
The mass displays of lumber and build- 
ing materials occupy 5,000 square 
feet, run to the ceiling and can be 
seen from anywhere on the main 
floor. This is almost half of the total 
floor space. 

Other departments include builders’ 
hardware, power and hand tools, gifts 
and housewares, electrical and plumb- 
ing supplies, paint and paint sundries, 
appliances, c.eaning, garden and pet 
supplies. 

The store’s heating and air-condi- 
tioning equipment, an employes’ lunch- 
room and rest area are located in the 
1,000 square-foot balcony. 

Package remodeling. A _ 10,000 
square foot lower level includes 6,- 
000 square feet of display space, big- 
ticket model bathrooms and kitchens; 
15 rooms of various kinds of paneling 
and ceiling tile; a floor and wall tile 
center; unfinished furniture, millwork, 
wallpaper; sliding and folding doors; 
sporting goods, fireplaces, an alumi- 
num center and a large home plan- 
ning center containing a complete 
library of manufacturers’ literature and 
do-it-yourself books. Also in the level 
is a customer service desk, where spe- 
cial orders are handled. 

Customer conveniences. Subur- 
banites select their needs from over 
30 well-stocked departments while 
listening to popular music muted oc- 
casionally for announcements of in- 
store demonstrations and promotional 
“specials.” 

Customers find jumbo-size shop- 
ping carts and over-the-arm plastic 
baskets for their shopping convenience. 
Three checkout lanes handle all cash 
sales. 

Customer charge plates make 
shopping easy and convenient wheth- 
er by telephone or in person. The 
plates are produced by the store at a 
cost of about 18¢ each. 

Deliveries of small purchases to 
customers are made free of charge 
from the shopping center. E-G Home 
Center pays pickup driver on an hour- 
ly basis. Large orders are relayed to 
a nearby warehouse for delivery by 
truck. A receiving dock for truck 
delivery in rear of store is off a price- 
marking and lumber cutting room. A 
freight elevator hauls heavy loads be- 
tween floors. 

Precutting of lumber is a free cus- 
tomer service on small purchases. A 
charge at the rate of $5 per hour is 
made for extensive cutting. 

For the convenience of its subur- 
ban trade, E-G Home Center is re- 
maining open from 9:00 a.m. unti 

(continued on page 44) 
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CONSUMER ADS TELL THE COMPLETE 
“HOME CENTER" STORY 


NEVER 3 
BEFORE ; 


NOW YOU CAN SHOP FOR YOUR LUMBER NEEDS 
INDOORS! 


WITH ALL THE 
CONVEMIENCE OF A 
SUPERMARKET 
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Full-page advertising appearing weekly in three newspapers remind 
suburban homeowners of the wide variety of products and services of- 
fered by E-G Home Center. 

The convenience and uniqueness of buying lumber indoors is strongly 
merchandised in E-G ads. This feature, together with package remod- 
eling services, makes the one-stop building materials store a true ‘‘Home 
Center.”’ 

To create traffic, promotional ‘specials’ range from a Skil V4” drill 
for $11.88 to a 7’ kiln-dried No. 1 2x4 for 53¢ and a 20-gallon gal- 
vanized steel garbage can for $1.99. 

Liberal use of photographs of employes helps customers to identify 
them. 


CAAA 
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LOWER LEVEL 
Big-Ticket 
Packages and 
Specialties 


a A . 
HOME IMPROVEMENT Apeclnent 
a ve baat! 


* wimoows > oacte » won aéacers 
> aTCHENS CMSA FeRPeCOR & BRCWCLES 


PLACARD which pinpoints departments 
in home improvement center located on 
lower level is visible to customers on 
main floor of store as well as customers 
walking downstairs. 


9:00 p.m. Mondays through Fridays 
and from 9 a.m. until 6 p.m. on Sat- 
urdays. 

Easy financing. The Home Center 
store offers four financing plans: 

1. A regular charge account, paid 
in full each month. 

2. A revolving charge account with 
a 1%% service charge on the unpaid 
balance. 

3. E-G Time Payment Plan, up to 
two years to pay or an E-G Home 
Improvement Credit Plan, up to five 
years to pay. 

4. Home improvement financing ar- 
ranged through FHA (Title I). 

Although self-service is stressed in 
the store, sales specialists approach 
customers periodically to be of serv- 
ice. 
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SIGNS ON RAILING at bottom of stairway leading into lower level remind cus- 
tomers of home improvements they can do themselves. At this vantage point, cus- 
tomers are exposed to furniture items and shelving on display in lower level. Note 
unique island pylon displays of wal! finish materials, in background. 


Women sell women. E-G Home 
Center believes women like to buy 
from other women. Two of the store’s 
10 full-time sales specialists are wom- 
en; one a trained home decorator, 
the other manager of gifts and house- 
wares. 

Four of the 20 part-time employes 
are saleswomen. Each of the five 
women cashiers has a rotating work- 
stretch of four hours per day, stag- 
gered to maximum strength at the 
registers at peak sales hours. 

Flexible fixtures. Metal-and-perfor- 
ated hardboard display fixtures stand 
51” high to allow customers full view 
of all departments in the main floor. 
There are 14 of the double-faced dis- 
play units in the store; six of them ex- 


tend 15’ in length, eight of them are 
2% long. 

Easily adapted for any store floor 
arrangement, the fixtures are spaced 
along aisles at least 4’6” wide. The 
display units were manufactured by 
Streater Store Fixtures and secured 
from Illinois Retail Hardware Asso- 
ciation. 

E-G Home Center has a _long- 
term lease, with a renewal option. 

Future plans. Construction is near- 
ing completion on a new E-G Home 
Center warehouse in nearby Wheaton. 
Measuring 16,000 square feet under 
roof, it also will contain a 6,000 
square-foot consumer sales area. 

E-G Home Center also plans to 
_ up its remodeling program in 
1961. 
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THREE MODEL BATHROOMS in lower 
level show price-marked fixtures, floor 
coverings, wall tile and cabinets. Cus- 
tomers are exposed to big-ticket dis- 
plays af every turn. 


FIFTEEN “ROOMS” of various species of paneling in lower 
level also show various brands of ceiling tile in-use. Both 
paneling and ceiling tile are identified and price-marked for 
easy selection by customers. 





WALLPAPER DEPARTMENT equipped with sloping shelf and 
comfortable chairs make customer selection easy from a wide 
choice of patterns. No stock is kept in inventory, but 24-hour 
delivery is possible from nearby source. 


CUSTOMERS LIKE TO MAKE-BELIEVE in 

Homes Gardens the “Hawaiian Room" on display in 

. IDEA CEN lower level. The model room is a big 

oe / S i attraction-getter. Bar, chairs, paneling 
SG are sale items. 





LOWER-LEVEL CUSTOMER SERVICE DESK 
TRAINED HOME DECORATOR, Dorothy Fusco, assists customers visiting the firm's where special orders and customer re- 
Better Homes & Gardens Idea Center. Note big floor and wall tile displays along quests are handled. Vice-president Wil- 
adjacent wall. Cove lighting accentuates displays throughout the Home Center. liam Stoeber is at left, above. 
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PATTERNMAKER Harold Mason receives instructions 
from foreman Joe Chopp, right, for layout of pattern 
strips in fabrication of component homes by Kern 


Distributing Co. 


PATTERN SYSTEM 


PATTERN STRIPS are stored for future use in rack 
above pattern table. Once made, patterns for indi- 
vidual house design can be used over and over again 





in the Kemp system, used by this wholesaler. 


Distributor Prefabs Components 
For Dealers Package Sales 


¢ Wholesaler uses Kemp system of house fabrication in met- 
ropolitan Washington area. There's a $1.2 million backlog 
of construction through 12 dealers. 


* Here's one way in which wholesalers can help dealers con- 
trol sales to contractors or consumers. 


WASHINGTON GROVE, Mb. 

ERN DISTRIBUTING CO. INC. 

has set up a Home Manufactur- 

ing Div. in this northwest Washington 

suburb to help area building materials 

dealers expand their sales and profits. 

All the dealer has to do is sell; Kern’s 
does the rest. 

Washington’s largest wholesaler 
holds the area franchise to produce 
Kemp system Unique homes and 
moves them only through retail dealers. 
Kern’s refuses to deal directly with 
builders. Already 12 dealers have 
signed up the home building program 
(with no investment on their part) and 
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25 more are reported interested. 

A total of 59 homes were built and 
sold in the first 10 months since Kern 
began Kemp: fabrication operations 
from its new headquarters and plant 
in November, 1959. President John 
Lucas expects that number to jump 
sharply this year. Builders who buy 
the structures from dealers may erect 
the houses themselves or have Kern’s 
crew do it. 

Unlimited Design. Offering un- 
limited variety in home design, the 
Kemp system is a departure from 
building components on special jigs. 
(See B.M.M.’s October 10, 1960 issue, 


page 36.) The system is especially de- 
signed for shop assembly of custom 
homes. 

Erection time for a Unique house 
averages only 12 days per house. 
Shipping costs reduced, the dealer has 
no components storage problem and 
the program insures against missing or 
incorrect parts according to Lucas. 
Builders benefit greatly, too, he says. 

New Plant. Kern Distributing com- 
pleted a new plant in November, 
1959. The wholesale lumber opera- 
tion along with millwork and window 
manufacturing is still maintained in 
the northeast Washington yard, but 
eventually the entire operation will 
be moved to Washington Grove. Paul 
B. Kern is founder, chairman and 
treasurer of the company, Pegram 
Johnson is sales vice-president. 

Kerdisco Homes. Kern’s averages 
$3,600 on each $22,000 house pack- 
age sold to dealers. Dealer markup 
is substantial and the builder makes 
a neat profit, too, Lucas says. The 

(continued on page 48) 
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ASSEMBLY SYSTEM 


WALL CONSTRUCTION TABLE at Kern's is 175’ long, adjacent to the pattern-making table. One row 
of pattern strips is set in place along right-hand edge of table. This system provides maximum flex- 
ibilty in component fabrication, wholesaler says. Walls can be fitted together on table, then dissem- 
bled and delivered to job site. The Kemp system is franchised to wholesalers and dealers. 


COMPONENT 
HOMES 


Fabricated by 
Wholesaler; 
Sold by 
Dealers 


Nine Kern-fabricated 
homes along street in 
Gaithersburg, Md., right 
above. Newly-built $25, 
000 house in German- 
town, Md., using Kern- 
fabricated walls, roof 
trusses, windows and 
doors, lower right. 
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DISTRIBUTOR PREFABS 


(begins on page 46) 





firm has a $1.2 million backlog. 

“This is one of the best things we 
ever got into,” comments John Lucas. 
“I can see the day when most single- 
family dwellings in metropolitan 
Washington will be constructed under 
a flexible prebuilt system such as 
ours. It’s neat, efficient and relatively 
cheap.” 

W. A. Martin, Inc., builder, has 
erected five Kern-fabricated homes in 
nearby Germantown, Md. Meadow- 
brook Estates homes range in price 
from $23,000 to $30,000. One split- 
level went for $27,000 (see picture). 

Builder Henry Corbin preferred to 
have the Kern crew put up nine homes 
side-by-side along a Gaithersburg 
street. Just being completed, the nine 
range in price from $17,500 to $22,- 
500. As yet, Lucas has no exact fig- 
ures on building costs, but Kern’s 
makes at least 25% profit on either 
individual or mass sales. 

How It’s Done. A builder brings 
the individualistic set of house plans 
to his lumber dealer who turns them 
over to Kern’s architectural drafting 
department in the new headquvarters. 
There draftsmen James E. Roach and 
Donald E. Ziehl transform them to 
patternmaking plans. This is a highly- 
skilled process. Any error here will be 


duplicated in the pattern. It is exacting 
to lay out a split-level plan and get 
each piece directly in place over the 
other levels. 

Patternmaking. Plans then go to the 
plant where patternmaker Harold 
Mason transforms directions from 
plans %” plywood pattern strips 16’ 
long. Joe Chopp, foreman, supervises 
shop activity. 

Mason lays out his patterns on a 
175’-long table, marking everything 
off on the strips for both exterior and 
interior walls. Standard height for 
walls is 7’1” although any size can be 
made. Cabinets, windows, studs, joists, 
subflooring, roof deck, doors, etc. are 
blocked off and size-marked. 

Time. It generally takes Mason 16 
manhours to block out the strips, with 
an extra half-day required for split 
level houses. However, the same strips 
can be used any time in the future 
for the same house plan. 

“There is no special reason for 175’ 
tables,” explains Chopp, “they could 
be 160’ or 195’. It’s just that Kemp 
arbitrarily figured that 175’ is aver- 
age to fit any plan.” 

Precutting. The fabricators precut 
lumber to size. Everything is ready 
for use when the pattern strips are 
laid into appropriate grooves on the 
175’ work table nearby. Half the house 
is put together following the strips, 
then the pattern is reversed and the 
other half completed. Windows are 
automatically set in place at specific 
height frora the marks. 


HOME MANUFACTURING DIVISION of 
Kern Distributing Co. is located in this 
new plant in Washington Grove, Md. 


Last part built is first to go up at 
the job site. However, when there is 
time, Kern’s makes a practice of as- 
sembling the structure in the plant, 
making sure each piece fits accurately. 
Then it is disassembled and the com- 
ponents piled outside, awaiting ship- 
ment to the job. Sunshine Roofing Co., 
Bethesda, Md. manufactures roof 
trusses and gable ends for Kern. Car- 
penters nail 2x4 base and 2x6 top 
chords together with Hercules truss 
plates. 

“Not only has this become an im- 
portant part of our business,” re- 
marks Lucas, “but our dealers stand 
to make good money selling these 
Unique homes. I look forward to a 
banner year in 1961.” 
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Where Goes the Wholesaler? 


HE CHANGING TIMES have brought new 
criticisms heaped upon the wholesaler. The most 
common question put to the editors of Building Mate- 
ials Merchandiser is this: Will the wholesale survive? 

The answer is that wholesalers will survive. 

Most dealers need wholesale sources of supply. 
Especially in small cities and towns, where dealers 
are most active as home builders, remodeling con- 
tractors and other phases of sales control, the func- 
tion of a wholesaler is very important. 

But those wholesalers who sell to dealers must 
add services in tune with the trends which make 
dealers competitive. A prime example of this is the 
Kern Dist-ibuting Co., whose prefabrication service 
is told in the accompanying article. 

You can expect wholesalers to also bring forth 
more merchandising services for dealers—special 
purchases and advertising, for example. 


In metropolitan areas, it is apparent that some 
wholesalers will continue to sell to large builders, 
in competition with retailers. Many people may not 
like this—but it is a reality. Marketing men are 
gradually regarding any sale to a tract builder as a 
wholesale sale—that is, a sale made to a buyer who 
in turn sells the material or product to the ultimate 
consumer. In this sense, of course, a great percent- 
age of sales by retailers are wholesale sales. 

In the future there will undoubtedly be more 
“vertical integration” in building materials distri- 
bution—wholesale and retail operations owned by 
the same company. 

But there’s a good future also for the wholesaler 
who chooses to serve only dealers, providing that he 
help his dealers control their sales through mer- 
chandising, fabricating, financing and other means. 


—THE EDITORS 
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‘Here's a book a 
| think you # 
should have.” 


“It is 99 Ways to Sell at a Profit 
Against Cut-Price Competition, in- 
cluding What to Answer When the 
Buyer Says ‘Your Price is Too High’.” 

50c 
99 Ways To Sell At A Profit 


Against Cut-Price Competition 


AMERICAN LUMBERMAN 


Tells you how to set up a profitable 
price structure to start with; how to 
quote price; how to get the facts with 
which to sell him from a buyer; how 
to sell quality over price; what to do 
about competition and the recipe for 
profit and how to use it. 


Also, tested selling sentences to con- 
vince buyers that your price is the 
right price; tested selling sentences 
that sell quality and value and tested 
selling sentences for when the compe- 
tition really gets tough. 


Prices: one copy 50 cents; 2 to 5 
copies 45 cents each; 6 to 10—40 cents 
each; 11 to 50—35 cents each; 51 to 100 


copies 30 cents each. 

To order simply fill out the coupon 
below and send it, together with your 
check or money order, today. Do it now 
while you are thinking about it! 


Pea eS SE Se eee ee 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe Street 
Chicago 3, Illinois 


Send me copies of “99 Ways 
to Sell at a Profit Against Cut-Price 
Competition."" Money to cover is en- 
closed. 


Name. 
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City, 





State 
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Dealer Sales Control in Action 


Four separate companies, single management work together 
for South Dakota lumber family. 


RaPip City, S. Dak. 

T HE Knecht family’s enterprises in 
and around Rapid City are 
equipped to sell anything from a nick- 
el box of brads to a $25,000 subdi- 
vision house and lot. Dealer Sales 
Control is a science in their operation. 

Four separate companies, each con- 
trolled by the Knecht family, make 
— diversification of functions pos- 
sible. 

First, there’s the retail yard, Knecht 
Lumber, near downtown Rapid City. 
In addition to selling retail lumber, 
hardware and specialty items, the 
company supplies finish materials for 
Reco, the construction and real estate 
arm of the Knecht operation. 

Reco builds “Mastercraft” homes 
in the Knollwood Heights subdivision, 
a few miles from Rapid City. Since 
this project began 2% years ago, 
over 300 homes have been built, 
according to Richard Knecht. Of this 
number, half are Lu-Re-Co construc- 
tion. Today, all new homes going into 
the subdivision are Lu-Re-Co. 

This begins another phase of the 
Knecht system of dealer sales con- 
trol. All Lu-Re-Co panels used in the 
Knollwood Heights subdivision are 
made by Engineered Components 
Inc., in a plant just outside Rapid 
City. Neither Reco or Knecht Lum- 
ber buys’ directly from ECI, though. 
Lu-Re-Co panels are distributed by 
Building Materials Distributors, anoth- 
er of the Knecht-controlled compa- 
nies. Forty other dealers from a five- 
state area get their ECI produced 
panels through Building Materials Dis- 
tributors. 

Reco takes the great bulk of ECI 
components for their Knollwood 
Heights project. ECI has fabricated 
panels for about 142 houses and Reco 
built 100 of these. 

Rapid City is near the Black Hills 
vacation and resort area and popula- 
tion gains have been large in recent 
years. The city doubled in size since 
1950, from 22,000 to about 44,000, 
according to Knecht. 

Advertising of the Knollwood sub- 
division is limited, though there is 
some radio and newspaper exposure. 
In addition, two films are aired peri- 
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odically on local television stations. 
Both were produced by Bob Keck, 
manager of Reco. 

The film, “All in a Day’s Work,” 
explains how Lu-Re-Co panel fabri- 
cation and construction works. The 
other film shows the advantages of 
living in Knollwood Heights. Reco 
shows the films to any interested 
groups, from students to contractors. 
Audiences have been as large as 200, 
said Keck. 

Reco builds an inventory of about 
15 homes in the Knollwood subdivi- 
sion for speculation. Houses range in 
price from $11,000 to $22,000. A 
real estate company handles sales of 
the homes. 

One section of the Knecht Lumber 
showroom is called the Custom Home 
Planning department. For customers 
who own lots, Reco plans homes to 
customer specifications, whether pan- 
elized or not. Again, materials come 
from either Knecht Lumber or from 
the ECI fabrication plant, for com- 
plete control of the sale. 

In May of this year, Knecht Lum- 
ber built a model vacation cabin in 
their yard, using the Lu-Re-Co pan- 
els. Their 24’x28’ cabin is com- 
pletely finished on the exterior, in- 
cluding painted, rough-sawed siding. 
Interior of the cabin is unfinished; the 
selling price is $3,500. 

The company sold 24 of these in 
the Black Hills region since May, said 
Richard Knecht, in charge of cabin 
sales. Of this number, 12 included 
basements and interior finishing, 
boosting total cost for each unit to 
about $7,500 each. 

“Next year, we plan to build a 
smaller cabin in a more attractive 
price range. We think sales will go 
even higher,” Knecht said. 

Another Knecht project in the 
works is a completely prebuilt ply- 
wood garage that will retail for $550, 
delivered and erected. All fabrication 
is done in ECI’s plant and Building 
Materials Distributors will handle dis- 
tribution to participating dealers. Ex- 
cept for delivery in a small radius 
around Rapid City, shipment will be 
KD, according to John Lund, ECI 
plant manager. 
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PRECUT AND PREFAB PARTS as delivered by O'Connor Homes, a division of O'Connor 
Lumber Co., Westfield, Mass. Builders Arnold Boido (left) and his father, Aurelip, 
get ready to start construction of the package. Sign in background is supplied by 


dealer as a builder service. 


* 


AL LALONDE (right) of O'Connor Lumber, 
works with builder Boido by checking 
production at shop, watching over de- 
liveries and helping the builders coordi- 
nate their sales programs. 


Precutting 


~~ = Appeals to 


»-~——— Builders 


CARPENTERS CARRY SHEETS of 1” PlyScord across joists as floor goes 
down on a precut home. All plywood is same thickness to make inventory 
simpler. 


a he ast 


Massachusetts dealer finds that builders like package services. Panelized 
packages are offered, as well as precut packages. The yard advertises 


builder customers’ model homes. 


WESTFIELD, Mass. 

HILE MANY DEALERS are switching to con- 

sumer sales, the O’Connor Lumber Co. has shifted 

almost entirely away from dealing with the individual 
home buyer. 

Through precut and panelized home packages, the 
O’Connor firm has obtained a close relationship with 
almost 50 builders. 

In the past, the firm built a model home each year, 
promoted it and tracked down prospects. Another divi- 
sion sold garage and summer cabin packages. Precut 
packages were available to developers and tract builders, 
but no special emphasis was put on ihis part of the yard’s 
business. 


When the builder business started to slip the company 
brought in Alfred LaLonde, who had 14 years in building 
and prefabrication, to head up the precut operation. The 
move has paid off in controlled sales. 

Precut or panel? Whether a house package will be 
shipped precut or pre-assembled in panels depends upon the 
house plan. Straight lines lend themselves to panelization. 
More complicated plans indicate precutting. In either case, 
LaLonde works from the blueprint much the way a dealer 
would in putting together a materials bid. Measurements 
for the precutting, of course, must be accurate. An extra 
set of blueprints accompany shop drawings and superin- 
tendent Tony Kof checks them against work as it pro- 
gresses. 
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Conventional jigs are used for panelization. 

Package. A typical package includes roof trusses and 
basement Stairs, studs, jack studs, short window legs, bridg- 
ing if required, headers for all openings and prehung 
doors. Exterior doors are weatherstriped in the shop. For 
the interior, millwork is precut and fitted. 

LaLonde figures this system cuts one-third of the normal 
building time and its additional cost is absorbed by reduc- 
tion of labor and waste on the job. 

Where possible, LaLonde uses standardized materials. 
For example, he uses 42” PlyScord for all decking, walls 
and roof deck, even though it exceeds building code and 
FHA requirements. 

“There’s a certain cost penalty over %” plywood, but 
buying in quantity and simplification of inventory makes 
up for this,” LaLonde said. “In addition, construction is 
faster because a carpenter can grab any sheet of plywood. 
We can also show our customers that we exceed require- 
ments by 30% —a merchandising advantage.” 

Helps builders. O'Connor Lumber supports its builder 
customers by providing newspaper, radio and TV adver- 
tising leading up to the builder’s open house. LaLonde also 
lends a hand with open house promotions. 

On any stock plans, the builder has a firm price from 
O’Connor and can offer a completed price at once, with a 
clear knowledge of what his profit will be. The yard 
guarantees delivery on each package in a specified time 
and each builder calculates his own erection time. 

The O’Connor packaged program shows that dealers 
can recapture lost builder markets through DSC (Dealer 
Sales Control) management and merchandising methods. 


THIS WALL WAS SITE ASSEMBLED FROM PRECUT PACKAGE. 
O'Connor Lumber also supplies prefabed pane!s with windows 
in place and doors prehung. 


bie s xe a 


SHELL HOUSE, typical of O'Connor offerings. Builder erected 
shell in one week and it will be finished by owner. Changes 
in stock plans were made easily by altering panels. Other 
precut and panelized packages supplied by dealer are for 
homes up to $40,000. 








WORK WITH THE EDGE 
THAT IS 


REALLY STRAIGHT 
43° 


1, 2 GRADUATED 
T-SQUARE 


Fast, neat and accurate, made of 
hard-tempered aluminum. Ideal 
for squaring on sheetrock, ply- 
wood, etc. End piece of T-square 
is 16” long, to be used for 
making center marks to match 
studs on wallboard, plywood, 
24”—$6.00 etc. Blade is the width of the 


construction board. 


36”— 7.50 
other sizes available 48” ONLY 5] () 


HARD-TEMPERED ALUMINUM 
STRAIGHT EDGE RULES 


ss se bk a vs Che's ¢'30 see 


96” 
SEND FOR CATALOG—SEE YOUR DEALER 


THE FAIRGATE RULE CO. 
COLD SPRING 99, N.Y. 








Circle No. 14 on Handy Cover Card 


“He didn’t own a scooter ’til he 
sold his business through that 
Building Materials Merchandiser 
classified ad” 


Whether you’re looking for a new job... 
a new man to fill an old job . . . want to 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of Building Materials Merchandiser! 


Building Materials Merchandiser 


59 E. MONROE ST. @ CHICAGO 3, ILLINOIS 
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SELF-SERVICE + SELF-STORING 
ECONOMICAL » EXCLUSIVELY IVES 


STACKING 


Space saver only 12” x 
6” counter or floor area 
needed for a sure-fire 
traffic stopper! 


Stack * Reach in 
Inspect * BUY! 


Unique method of merchandising 
and stocking—real space saver — 
the fast moving, ever expanding 
items in the Ives hardware line. 
DOOR STOPS e SASH LIFTS 
e SASH LOCKS e COAT and 
HAT HOOKS e HAND RAIL 
BRACKETS e MAGNETIC 
CATCHES e FLUSH SLIDING 
DOOR PULLS. The various iteris 
are packed in economical quanti- 
ties varying from 75 to 300 de- 
pendent upon size of article. Each 
item ‘Poly-wrapped” for ready 
sale. 


BUY ’EM from your 
IVES WHOLESALER 


WITH ANY 
OTHER 
HAND TRUCK 


CORaTWIN-TILT 


has the exclusive, patented lever 
that permits finger-tip loading of 

materials up to 1200 pounds in 
weight. 


[XT WIN-TILT 


lets one man do the work of FOUR 
with LESS effort! 


Car Wwin-TILT 


provides the SWINGARD attach- 
ment (fits ANY truck) for instant, 
automatic protection to man and 
load in case of accidental, sudden 
release of the load — available at 
slight extra cost. 


FULL-WELDED, ALL-METAL 
CONSTRUCTION — NO 
RIVETS OR BOLTS TO 
WORK LOOSE. 


HEAVY, TUBULAR STEEL 
FRAME. 
ALUMINUM ALLOY BALL- 


BEARING WHEELS WITH 
MOLDED RUBBER TIRES. 


STREAMLINED—NO SHARP 
CORNERS. 


COMFORTABLE HANDLE 
GRIPS. 


TODAY . . . write, wire or tele- 
phone for complete details and 
prices. 


rw 


1N TRUCK (0. 
piety 
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“He must have 
run a Classified ad in 
Building Materials Merchandiser!” 


Whether you're looking for a new job... 


a new man to fill an old job. . 


. want to 


buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of Building Materials Merchandiser! 


Building Materials Merchandiser 


59 E. MONROE ST. * CHICAGO 3, ILLINOIS 


THE H. B. IVES COMPANY 
NEW HAVEN, CONN. 
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From ‘10 Musts For Family Rooms’—Summer Issue— 


Selling Remodeling? 


Getting good remodeling leads for lumber 
and building materials dealers is the sole func- 
tion of Home Maintenence & Improvement 
magazine. Published every four months, it is 
now part of the sales team for over 1,200 pro- 
gressive firms. 

“Home” is not published for the do-it-yourself 
customers. Instead it concentrates on major re- 
modeling projects which mean more profit for 
both you and contractor customers. 

The summer issue, for example, features, of- 
ten in color, attic remodeling, family rooms, 
kitchens, garages and new house designs. 
Handymen are not neglected entirely. The pro- 
jects for them are simple but call for substantial 
amounts of material. 

The cost per name is low, includes both prep- 
aration of a live prospect list and mailing 
promptly on March 1, June 1, September 1 and 


Try “Home” 


November 15. We guarantee no duplication of 
names in your community. 

Why not write us today for complete details? 
Solicit big-ticket remodeling with sound leads 
which keep down selling costs. Back up your 
outside salesman with a tested consumer maga- 
zine available only to lumber and building ma- 
terial dealers. 


maintenance 
and improvement 


The Dealer's Own Consumer Magazine 


Published by 
Building Materials Merchandiser 


59 E. Monroe Street, Chicago 3, Illinois 
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FAIRLANE PARK SUBDIVISION (above and below) developed 
by Gates Lumber Co., Janesville, Wis., typifies how dealers en- 
gage in land control to help contractors and to gain package 


sales of materials. 


ee |9/6)0) 

 ERGADE 
Oi 

Denes 


: OPEN FOR INSPECTION 
: SATURDAY end SUNDAY 
: 1 P.M. to4P, M. Each Day 


Sign of Quality 
That Makes Your Home 
a Little Better 














1267 S. Jackson BS, 


5-COL. AD inserted by 
Gates Lumber Co. on be- 
half of contractors who 
built homes in dealer- 
owned subdivision. 


Dealer Ties Materials to Land Sales 


* Small-city Wisconsin yard successfully shows how land 
fits into controlled package merchandising. 


* Dealer's subdivision promotion plays up his contractor 


customers. 


JANESVILLE, WIs. 

OW A DEALER in a medium- 

size city can effectively control 

sale of building materials through land 

development has been demonstrated 

by Clinton E. Gates, Gates Lumber 
Co. 


54 


Five years ago he bought 30 acres 
of land in northeast Janesville. Land 
was improved and subdivided into 88 
lots for individual sale. About 25% 
was set aside for 70’ wide streets. 
Gates insisted all homes built on these 
lots be of good quality and deliberate- 


ly avoided the “row” appearance. 

Lots were sold with these provisos 
in the contract: all building materials 
had to be purchased from Gates Lum- 
ber; and if a house was not con- 
structed within a reasonable time, the 
purchaser had to sell the lot back to 
Gates at the original price. 

“If all dealers got into land de- 
velopment,” Gates said, “they could 
improve their business. In fact, con- 
sidering the time involved, more prof- 
it can be made by this method than 
any other.” 

In most cases, Gates sells directly to 
the potential homeowner. Even though 
he has a real estate broker’s license, he 
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has never used it. Since all property 
is held in his or his wife’s name he 
can sell to anyone he wishes. 

Thus he can enforce a one-story, 
quality home restriction in Fairlane 
Park and limit sales in each year. It 
also helps him invoke the capital 
gains provision of the income tax law. 

No promotion. Gates doesn’t ad- 
vertise lots in any way, although build- 
ers “sell” for him by word-of-mouth. 
He doesn’t push land sales too much. 

“We don’t do any building our- 
selves,” Gates explains. “We only keep 
up our building materials sales by this 
method. In the last few years, profits 
in the lumber business have steadily 
declined. 

“Instead of watching our sales drop 
off, we keep pace with former sales 
and profits. We haven't slipped back 
any, we’ve held our ground.” 

Analysis. Knowing his city, Gates 
analyzes areas for future develop- 
ment. He figures out where the now- 
booming city will grow. Then he buys 
acreage outside the city in that area, 
usually at about $1,500 an acre. He 
feels the best sites are not far from 
me Parker Pen plant to the north 
und the Chevrolet plant in south 
sanesville, which has added 10,000 to 
its 30,000 population since 1950. 

Abstracts of new subdivisions cost 
about $45 and $300 more is needed 
for legal fees under FHA’s new “red 
tape” requirements, as Gates describes 


them. With sewer, water and street 
improvements, 85’x125’ lots _ sell 
for around $1,600 outside of town 
or $2,500 in a developed area. With- 
out improvements, occasionally Gates 
will sell lots for $700 to $1,100, de- 
pending on size. 

New development. Gates is open- 
ing up a new subdivision called South 
Gate Park about a half-mile out of 
southeast Janesville. The 1612 acres 
—600’ x 1,000’—has 45 lots after 
streets were platted. Gates now has 
100 lots in his inventory. He makes 
anywhere from 75% to 100% profit 
on each lot sale. 

“You have to know what you're 
doing,” Gates warns. “You'll lose 
your shirt if you guess wrong.” 

At first Gates also offered a plan 
service with his lot sales. But he gave 
that up—too many headaches In 12 
sales of $100 plans, he only actually 
was paid a total of $50. For some 
reason, potential home buyers just 
won’t pay for plans. 

“So now I advise them to get their 
own plans drawn” Gates explains. 
“They actually pay for them now and 
I don’t have any more troubles. No 
one seems to mind either.” 

Although a couple of “elaborate” 
$45,000 houses have been built on 
lots which Gates sold, the average 
home sells for $17,000 to $23,000, 
including cost of lot. Of this, about 
25% goes for building materials. So 
Gates Lumber Co. takes in roughly 


$5,000 on each materials sale. 

“There is plenty of financing avail- 
able and we get cash for materials,” 
Gates points out. “Last fall we sold 12 
lots through contractors who do busi- 
ness with the yard. A local bank ar- 
ranged all financing. 

“Even though I stipulate that I can 
buy back any lot if it isn’t built on, in 
five years I’ve only had to repurchase 
one,” Gates boasts. 

No fabrication. Components are al- 
most unknown in Janesville. Gates 
hasn’t gone in for fabrication. 

“As long as the home buyer or con- 
tractor doesn’t specify them, why 
should I add them?” he queries. 

Gates spent $1,300 to have a row 
of saplings put into South Gate Park. 
FHA required the subdivision be sep- 
arated from a trailer camp nearby. A 
church and elementary school are be- 
ing erected not too far away. 

“Now that we’re on our third sub- 
division,” Gates says, “we thought 
things would move more slowly. After 
all, this development is out-of-town. 
But my contractors are selling lots for 
me, people are snapping them up.” 

One new home will be all-electric. 
This will remain open for inspection 
for two months. 

Gates bought a full-page ad in the 
Sunday paper showing Fairlane Park 
homes and giving contractors’ names. 
In this Parade of Homes ad, Gates 
emphasized that all building materials 
were supplied by his lumber company. 
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do it up 
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... With new Featuramic gas and 
electric built-ins Make the connections, then 


slip into place. New Featuramic gas and electric built- 
ins install that simply ...save time and labor costs. Only 
one cut-out necessary for the surface units. And with the 
exclusive mounting plate, ovens level-up automatically as 


they slide into place. 


Easier to sell is the kitchen with a new Brown Featuramic 
built-in. For here is the more she wants for the less she 
wants to pay .. . distinctive features and conveniences 
by the dozen for easier cooking, easier cleaning... and at 
a price that is surprisingly modest. Building or remodel- 


ing ...do it up Brown. 


electric built-in. 
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BROWN STOVE WORKS, INC. 
CLEVELAND, TENNESSEE 


Please rush full details and specifications for 
the new Featuramic gas and electric built-ins. 


Company 


| 

| 
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Name ui . | 
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| 

| 


Street___ 
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PRESSURE-CURTAIN COATER at Pacific 
Lumber applies a_ precisely-controlled 
film of paint to redwood siding. Result is 
uniform application of 2 mils thickness of 
paint. 


SLIP SHEETS of plastic paper stripping is 
used between pre-painted redwood 
pieces to give maximum protection for 
the coated siding. Then pieces are 
packaged in heavy protective wrapping 
paper. 


Mill-Primed Redwood Siding: 





SATISFIED DEALER (right above), Clarence A. Sather, Jr., of Peks, Inc. in Minneapolis, 
discusses mill-primed sample of 5/8x10 redwood bevel siding with wholesaler Bob 
Canton. They stand in front of Peks, Inc., warehouse which was recently remodeled 
with the pre-primed bevel siding on upper courses and naturally stained redwood 
1x10” T&G V-Joint used below. Dealer Sather reports builder customers are en- 


thusiastic about the mill-primed redwood. 


Wood Product of The Future 


BRIGHT FUTURE is predicted 

for pre-primed siding—the red- 
wood industry’s answer to competitive 
materials. It’s said to benefit dealers, 
builders and consumers. 

Compared with on-the-job prime 
coating, tests show that the pre-primed 
redwood product can result in 40% 
savings in materials and labor, even 
when a premium price is charged for 
the siding. 

The machine-applied coating is 2 
mils thick—one-half of the film re- 
quired for FHA Minimum Property 
Standards. This means only one coat 
for the job painter. 


56 


Pre-priming is also being applied 
on order at the mill for facia boards 
and the basic idea is sure to spread to 
other wood products. 

The coatings are applied under con- 
troled conditions which assure pene- 
tration and uniformity greater than 
possible with job-site application, the 
redwood people say. Coatings are ap- 
plied to face, both edges and ends of 
each piece. Water repellent is applied 
to the back of the siding, a retardent 
to wicking. 

The Pacific Lumber Co. (Palcote) 
and the Simpson Timber Co. (Life- 
coat) both offer the pre-primed siding. 


Other redwood producers are expected 
to follow. 


Palcote comes in a light shade of 
neutral gray to serve with field-applied 
top coats of white and all colors and 
to simplify inventory. Palcote clear, 
with a factory-applied water repellent 
preservative sealer, is also available. 


Lifecoat is sold in gray, red, brown 
and neutral paint prime, as well as 
white paint prime and clear water 
repellent preservative. 


Both brands are packaged in dust- 
tight polyethylene-coated paper. Each 
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piece in the package is separated with 
plastic sheets. 

Dealer sales. The mill-primed red- 
wood siding has already been a success 
in some markets. For instance, Clar- 
ence A. Sather, Sr., manager of Peks, 
Inc., a Minneapolis retail yard, has 
been selling the product since early 
last year. 

“We have furnished mill-primed 
redwood siding for 22 homes and three 
apartment houses and are pleased with 
its performance,” Sather said. “So 
many new siding products have been 
introduced but have failed. This mill- 
primed redwood product has proved 
satisfactory right from the start. 

“We have a limited number of days 
in this area which are good for paint- 
ing. The pre-primed siding gives the 
builder flexibility on timing for the 
finish coat. 

“Now that the painters have had 
some experience with the product, 
they allow credit in their bids to more 
than offset the premium price of the 
item over regular siding. So, the 
builder realizes some savings over 
standard stock, plus the time saved on 
the job.” 

Sather said that the wrapped bun- 
dles are a “pleasure to handle” at the 
yard. “These packages keep the siding 
bright and clean in our open shed. 











MILL COAT ARRESTS WICKING—Harold Harlan, right, of paint testing laboratory, 
points out wicking on untreated siding while laboratory assistant, left, examines 
Simpson Redwood Lifecoat factory-primed redwood product. Harlan said that the 
Lifecoat arrested wicking (the capillary seepage of water between siding laps, which 


is a major cause of paint failure). 


They speed deliveries. Our builders 
say that the siding is easier for car- 
penters to handle at the job site be- 
cause of the packaging.” 

Bob Canton, sales manager of Can- 


ton Redwood Sales, Minneapolis, sup- 
plier for Peks, Inc., forecasts contin- 
ued success among dealer customers 
for the factory-primed redwood prod- 
uct. 


Comparison of Mill-Primed Redwood Siding vs. On-Job Prime Coating 


ON-JOB APPLICATION COSTS 


COST OF PRIMING ON-JOB SITE, per thousand square feet 


of exposed surface, any width: 
Materials: $5.20 per gallon, covering 


471 sq. ft.— 
$5.20 x 1000 sq. ft. = $11.00 


471 


Labor: 105 sq. ft per hour, $3.50 base hourly 
rate plus 18% general overhead and 32% 
job expense = $5.25, 
$5.25 x 1000 sq. ft. = $50.00 


105 


Cost of job site face prime 
(back prime not included) $61 


COST OF ONE TOPCOAT, per thousand square feet: 


Materials: $6.20 per gallon, covering 


Labor: 110 sq. ft. per hour, $3.50 
base rate = $47.70 
Cost of one job site topcoat 
COST OF SECOND TOPCOAT, per thousand sq. ft.: 


Materials: $6.20 per gallon, covering 
650 sq. ft. = $ 9.55 


Labor: 125 sq. ft. per hour, $3.50 
base rate = $41.50 


Cost of final topcoat 


Total Cost of 4.0 mil. On-Job Application 


De TT THI LCR CCGG TURAL eeceeTL PLUTLIPCCULU UMPMEOLUT TTT 


$171.05 


COST WITH MILL-PRIME 
COST OF MILL PAINT PRIME 


Premium per MSM for % x 10 Mill Siding 
over unprimed % x 10 (includes $5.00 for 
paper wrapping) 

Dealer mark-up per MSM 

Add 20% for lap loss and end trimming 


Todt 20t: 2O wills DOs ndaives oc kiwe vx 
COST OF FINISH COAT, per thousand sq. ft.: 


Materials: $6.20 per gallon, covering 
500 sq. ft. = $12.40 


Labor: 125 sq. ft. per hour, $3.50 
base rate = $41.50 
"FOeRy Pa COs Ss OY eee $53.90 
Total Cost of 4.0 mil. film with Mill-Prime $100.25 


(Note: Saving of $70.80 per exposed 1000 sq. ft. includes 
bonus of paper wrap and back prime not included in On-Job 
costs.) These costs computed by Pacific Lumber Co. 
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READ AND LEARN HOW: 


Prebuilt 
Housing 


Will Aftect 


Your 


Business 


WHETHER YOU LIKE 
IT OR NOT. 


The most comprehensive, authoritative and timely report of the 
year for building materials distributors and dealers on the trends 
in prefabrication of components and brand-name houses. In- 
cludes details of three fabrication programs by leading building 
materials and sash-and-door wholesalers. 





Don't miss this important staff report, reprinted from A.L. & 
Building Products Merchandiser. 


FIFTY CENTS A COPY 
Quantity Prices Upon Request 


Reprint Editor 

Building Materials Merchandiser 
59 E. Monroe 

Chicago 3, Illinois 


Please send me 


copies of the reprint, ‘’Prebuilt Housing 
Will Affect Your Business.'’ Payment is enclosed. 


AER Sent! Sn Ree aoe 
a... 
ADDRESS____ 
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For Future 
Profits, Try 
Cost Controls 


> 


The key to better manage- 
ment controls is your Op- 
erating Statement, as told 
by Ira Fields, C.P.A., on fac- 


ing page. 





new EQUIPMENT 


Compact Caiculator 

New LA-9 takes up no more space 
than a telephone, but is designed to han- 
dle large volume figure work. Operat- 
ing controls are grouped, so they can be 
performed with one hand. Automatic di- 
vision is built right in. One model has 
10-column keyboard, 10 counting dials 
and 20-place result dials. Other model 
has 8-8-16 capacity. Monroe Calculating 
Machine Co., Div. of Litton Industries, 
Dept. BMM, Orange, N. J. 


Circle No. 218 on Handy Cover Card 


Mechanized Visible File 


An operator 
pushes a button on 
the selector panel 
of this Electro Kar- 
dex file to get any 
one of the more 
than 4,000 records 
within the unit. In 
an average of four 
seconds, a slide 
containing that rec- 
ord automatically 
positions itself in place before her. Mech- 
anized visible filing made possible by use 
of the new Electro Kardex self-contained 
work unit is said to speed up the posting- 
reference process by as much as 50%. 
Remington Rand, div. of Sperry Rand 
Corp., Dept. BMM, 315 Fourth Ave., 
New York 10, N. Y. 

Circle No. 219 on Handy Cover Card 
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Theres Gold in Your 
Operating 


BY IRA S. FIELDS 


Mr. Fields, C.P.A., is a partner in the Cer- 
tified Public Accounting firm of Fields and 
Fields, with offices in Chicago and San 
Francisco. His firm has served a number of 
leading lumber dealers for the past 20 years 
as financial management and accounting 
consultants. He has been the author of 
numerous articles appearing in this maga- 
zine on dealer financial and accounting sub- 
jects, 


ALLWOOD LUMBER COMPANY 
STATEMENT OF EARNINGS 
YEAR ENDED DECEMBER 31, 1959 
(FUNCTIONAL METHOD) 


EXHIBIT A 


NET SALES 


COST OF GOODS SOLD: 
Beginning inventory 
Purchases 


Total 
Less- Ending inventory 


Cost of goods sold 


Gross profit before sawmill costs 
MILLWORK COSTS 


Gross profit after millwork costs 


OPERATING EXPENSES: 
Yard expenses 
Selling expenses 
Delivery expenses 
General and administrative expenses 
Total operating expenses 
Operating earnings before carload income 


CARLOAD LUMBER INCOME: 
Net carload sales 
Less- Carload purchases (includes 
handling charge) 


Carload lumber income 

Operating income 
OTHER INCOME 
OTHER DEDUCTIONS 


Earnings before income tax 


Amount 


Stat 





$ 640,000 





75,000 


465,000 


540,000 
80,000 





460,000 


71.87 





180,000 
20,000 


28.13% 
3.13 





160,000 


25.00% 





42,880 
33,600 
20,160 
33,360 


6.70% 
J20 
3.15 
5.21 





130,000 


20.31% 





30,000 


4.69% 





$ 


25,000 


2,000 


23,000 


31% 





$ 


32,000 
1,000 


5.00% 
<7 





$ 


$ 


33,000 


1,000 


32,000 


5.15% 
a bs, 


5.00% 
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OO OFTEN, the lumber and build- 

ing materials dealer will receive 
his last year’s operating statement, no- 
tice only the bottom figure and prompt- 
ly file it away. 

That’s his first mistake that can 
contribute to a poor profit picture for 
the next year. The prior year’s results, 
when carefully studied, can greatly aid 
in determining next year’s business 
policies. 

Of course, to use the operating 
statement as a management aid for 
making business decisions, the Operat- 
ing statement must be properly pre- 
pared. Many statements, made only to 
report profit or loss, don’t have the 
“gold” in them that is necessary for 
management analysis. 

I believe that the operating state- 
ment should be prepared in two ways 
—so that the management will have 
the necessary tools to guide the busi- 
ness for the coming year. They are: 

1) Functional Operating Statement. 

2) Direct Cost Operating Statement. 


FUNCTIONAL STATEMENT 

Salaries, wages and other operating 
expenses should be grouped function- 
ally by activity. 

There will not be just one salary 
figure, one depreciation, or One insur- 
ance figure, etc. The expenses that 
result from different functions should 
be set up under the various functional 
groupings of sawmill expenses, yard 
expenses, selling expenses, delivery ex- 
penses and general administrative ex- 
penses if they are to have real mean- 
ing. 

This will enable management to 
know the costs of various parts of 
operating the business. After all, for a 
statement to simply indicate one figure 
for payroll (which is usually about 
55% to 65% of total operating ex- 
penses) is to a great degree meaningless 
to a truly analytical approach in solv- 
ing management problems. 

But, on the other hand, to know the 
total cost of running the sawmill, or to 
know total delivery costs, will aid 
management in determining, as an 
example, whether or not the company 
should go to outside sources for such 
services. Knowing, for example, de- 
livery costs per 1,000 feet will aid in 
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ALLWOOD LUMBER COMPANY 
PROFIT AND LOSS STATEMENT 
YEAR ENDED DECEMBER 31, 1959 
(DIRECT COSTING METHOD) 
EXHIBIT A-1 
Percent 
Amount Of Sales 


SALES $ 640,000 100.00% 


LESS- DIRECT COSTS: 
Cost of merchandise sold $ 480,000 75.00% 
Variable expenses 72,000 11.25 


Total direct costs $ 552,000 86.25% 














BALANCE LEFT TO CONTRIBUTE 
TO FIXED EXPENSES $ 88,000 13.75% 
LESS- FIXED EXPENSES 58,000 9.06 


PROFIT $ 30,000 4.69% 





ALLWOOD LUMBER COMPANY 
BREAK-EVEN STATEMENT OF OPERATIONS 
EXHIBIT A-2 
% To 
Net 
Amount Sales 


SALES $ 422,000 100.00% 


LESS- DIRECT COSTS: 
Cost of merchandise sold $ 316,500 75.00% 
Variable expenses 47,500 11.25 


Total direct costs $ 364,000 86.25% 


BALANCE LEFT TO CONTRIBUTE 
TO FIXED EXPENSES $ 58,000 13.75% 
LESS- FIXED EXPENSES 58,000 13.75 


of, 


PROFIT oa - % 














ALLWOOD LUMBER COMPANY 
PROJECTION OF INCOME FOR VARYING 
SALES VOLUMES AT GROSS PROFIT RATE OF 25% 


EXHIBIT B 
(2) : (3) 
Sales Dollars Projected 
(1) Over or Under Net Profit 
Projected Break-Even Column 2 
Sales Volume of Multiplied By 
Volume _ __ $422,000 13.75% _ 
$650,000 228,000 $ 31,400 
$550,000 $ 128,000 $ 17,600 
$450,000 28,000 $ 3,900 
$422,000 —- $ — 
$400,000 (22,000) $ (3,000) 
$350,000 (72,000) $ (9,900) 


building up a compensatory price ating earnings. The reasons for this 
policy. are twofold: 

Exhibit A, accompanying this arti- A) Since carload sales bring a low 
cle, illustrates the type of functional rate of gross profit, the combining 
operating statement that can best aid of such sales and the related pur- 
management. In reviewing this state- chases, together with regular sales 
ment, the following points should be and purchases, would distort the 
noted: true gross profit earned on regular 

1) Net sales exclude carload lumber sales. 
sales (should such sales exist). These B) Few, if any, of the operating 
sales and the related purchases are expenses are incurred in connec- 
reflected after obtaining regular oper- tion with carload sales. Hence, such 


sales and related profits therefrom 

should be added on to the already 

determined operating earnings. 

2) Detailed schedules must be pre- 
pared to support the main functional 
categories of expenses shown on the 
operating statement. The main cate- 
gories indicated in Exhibit A may be 
varied, to an extent. For example: Not 
every lumber company maintains its 
own mill, thus this category of ex- 
penses is not always necessary. When 
there is a millwork operation (for the 
manufacture of mouldings, sash, etc.) 
it is recommended that such expenses 
be reflected before determining the 
gross profit by reason of the fact that 
value is added to lumber when it is 
fabyicated in the mill. 

3) While Exhibit A indicates only 
one gross profit figure, I wish to stress 
that supporting schedules of gross pro- 
fit are necessary to management. 
Management should know its gross 
profits by retail sales apart from con- 
tractor sales. It should know its gross 
profit for raw lumber apart from mill- 
work and hardware sales. Should 
branch yards exist, the gross profit— 
and as a matter of fact, operating 
profits—should be determined for 
each yard. 

DIRECT COST STATEMENT 

Certain costs and expenses bear a 
direct relationship to sales volume. 
They rise and fall in the same pro- 
portion as does sales volume. We call 
this category variable expenses. 

Other expenses are not at all af- 
fected by volume, one way or another. 
We call this category fixed expenses. 

Every business man is interested in 
ascertaining his gross profit rate. This 
enables him to know that part of each 
sales dollar which remains and thus 
contributes to expenses. But, since 
certain expenses vary in direct propor- 
tion to sales, as does the cost of 
merchandise sold, it would seem that 
by adding the cost of merchandise and 
the variable expenses together, and 
deducting the total thereof from sales, 
one can arrive at a figure more useful 
than the gross profit. 

When direct costs (cost of mer- 
chandise and variable expenses) are 
deducted from sales we then know 
how much is left of the sales dollar to 
cover fixed expenses. This is the “true 
margin figure” and as will be dem- 
onstrated, it is even more valuable 
than the commonly known gross prof- 
it margin. 


It will be noted from Exhibit A-1 
that each sales dollar for The Aliwood 
Lumber Co. pays for 8614 ¢ of direct 
expenses and that the balance of each 
sales dollar of 1334¢ contributes to- 
ward the paying of fixed expenses. 

How many sales dollars are neces- 
sary for the Allwood Lumber Company 
to foot the bill of fixed expenses 
which amounts to $58,000 per year? 

The direct cost profit and loss state- 
ment furnishes the necessary figures 
to answer this question. By knowing 
that the fixed expenses total $58,000 
and that 1334¢ of each sales dollar 
contributes to this “fixed nut” of $58,- 
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000 we can easily determine that 
$422,000 annual sales volume will 
produce enough margin to cover the 
fixed costs by simply dividing $58,000 
by .1375. This figure of $422,000 is 
the breakeven point for Allwood Lum- 
ber. This is proven in Exhibit A-2. 

Once the fixed expenses are cov- 
ered, axiomatically the breakeven point 
is reached. Thus, each sales dollar 
thereafter is not burdened with fixed 
expenses and that portion of the sales 
dollar that contributed to fixed ex- 
penses for those dollars of sales below 
the breakeven point ($422,000 for 
Allwood) thereafter contributes toward 
profits. 

From our example we may see that 
a general rule would be: 

Every dollar of sales beyond the 
necessary sales volume to breakeven 
will produce a profit equal to the 
percentage which fixed expenses bear 
to the “breakeven volume.” 

Applying this general rule to the 
foregoing example, it is apparent that: 

1. The percentage which fixed ex- 
penses bear to breakeven volume is 
13.75%. 

2. Since the “breakeven volume” 
is $422,000, every dollar of sales be- 
yond that point will produce a profit 
equal to 13.75¢. 

By multiplying the sales dollars over 
or under the breakeven volume ($422,- 
000) by the percentage which fixed 
expenses bear to the “breakeven vol- 
ume” (1334%) we can anticipate the 
profit or loss that will result at varying 
volumes of sales. Thus, we can project 
the income that may be derived from 


ALLWOOD LUMBER COMPANY 
PROJECTION OF INCOME FOR VARYING SALES 
VOLUMES AT GROSS PROFIT RATE OF 26% 


EXHIBIT C 


(2) 
Projected 


(1) 


Net Profit Based 
Upon 25% Gross 


Projected 
Sales 
Volume 
$650,000 
$550,000 
$450,000 
$422,000 
$400,000 
$350,000 


Profit Rate 

(See Step 1) 
$31,400 
$17,600 
$ 3,900 
© ein 
$ (3,000) 
$ (9,900) 


(3) 

Increase 

In Gross 
Profit Rate 

(1% of 
Column 1) 
$6,500 
$5,500 
$4,500 
$4,220 
$4,000 
$3,500 


(4) 
Projected 
Net Profit 
At 26% Gross 
Profit Rate 


Col. 2 + Col. 3 
$37,900 
$23,100 
$ 8,400 
$ 4,220 
$ 1,000 

$ (6,400) 


PRO FORMA STATEMENT OF EARNINGS 
EXHIBIT E 


SALES 
COST OF SALES 
Gross profit on sales 
OPERATING EXPENSES: 
Fixed expenses 
Variable expenses 


(11.25% of $750,000) 84,375 


EARNINGS BEFORE PROFIT 


GONNEESTNSU ALAA EAAMAAONA HANAN MULE Hit 


various sales volumes as shown in Ex- 
hibit B. 

Note that the projection of income 
for Allwood Lumber is based upon 
25% rate of gross profit. However, 
with this information we can learn 
what to expect in the way of profits 


% To 
Sales 


100.0% 
74.0 


26.0% 


Amount 
$750,000 

555,000 
$195,000 


$58,000 


19.0 


142,375 19. 
7.0% 


$_52,625 


ENIETSUATOONAARGAAA ELA TOONN DORA TEAA NGAUS STE § 


for these volumes at different rates of 
gross profit as shown in Exhibit C. 
Exhibit C illustrates how the net 
profits earned at a 25% gross profit 
rate shown in the previous example, 
can be converted to the net profit that 
would be earned at the gross profit 








EXHIBIT D 
ALLWOOD LUMBER COMPANY 


Projected Income Before Provision for Income Taxes for Varying Rates of 
Sales Volume and Gross Profit Ratios 


PROJECTED SALES VOLUME 





GROSS 


RATE 
PROFIT $850,000 


$650,000 $550,000 $450,000 


$422,000 


$400,000 $350,000 $300,000 





$102,350 
93,850 
85,350 
76,850 
67,350 
58,850 
50,350 
41,850 
33,350 
24,850 
16,350 


30.00% 
29.00% 
28.00% 
27.00% 
26.00% 
25.00% 
24.00% 
23.00% 
22.00% 
21.00% 
20.00% 








$ 45,100 
39,600 
34,100 
28,600 
23,100 
17,600 
12,100 

6,600 
1,100 
4,400 
9,900 


$ 26,400 $2 
21,900 I 
17,400 i 
12,900 
8,400 
3,900 
600 
5,100 
9,600 


$ 63,900 
57,400 
50,900 
44,400 
37,900 
31,400 
24,900 
18,400 
11,900 

5,400 


1,100 18,600 


Break-Even 


12,700 
14,100 16,900 
21,000 


$ 17,000 
13,000 
9,000 
5,000 
1,000 
3,000 
7,000 
11,000 
15,000 
19,000 
23,000 


$ 7,600 $ 1,800 
4,100 4,800 
600 7,800 
2,900 10,800 
6,400 13,800 
9,900 16,800 
13,400 19,800 
16,900 22,800 
20,400 25,800 
23,900 28,800 
27,400 31,800 


1,000 
6,900 
2,700 
8,400 
4,200 


4,200 
8,400 








To find projected net income or loss for a 
certain sales volume at a certain overall 
gross profit rate, note figure at the junc- 
tion of the sales volume column and the 
gross profit rate line. For example, if the 


anticipated sales volume is $750,000 and 
the estimated gross profit rate is 24% the 
resulting net profit will be approximately 
$37,600. Remember that the company 
shown as an example in the above chart 
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has variable expense that is 11.25% of 
sales volume and that fixed expenses are 
$58,000, as explained in the article. 

Note: Boldface figures in table above 
indicate loss. 
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rate of 26%. This example can be 
expanded upon by the foregoing proc- 
ess and a very useful chart can be 
prepared as shown in Exhibit D. 
Course of action. Assuming that All- 
wood has a net worth of $250,000, 
management should have the right to 
expect a net profit before income tax 
of about 20% or $50,000 per year. By 
using this chart it may be seen that 
there are a few courses that may be 


Estimated 
Volume 

$150,000 
$100,000 
$100,000 
$400,000 


ALLWOOD LUMBER COMPANY 
TARGET SALES MIX 
EXHIBIT F 
Rate of 
Gross Profit 
33 % 


Gross 
__ Profit" 
$ 49,500 
25 % 25,000 
24.5% 24,500 
24 % 96,000 
26 % $195,0 ,000 


considered in setting up a policy for 
next year’s business. These alternatives 
are: 

1. Increase the volume from $640,- 

000 to $650,000 and hike the rate 

of gross profit from 25% to 28%. 

2. Maintain the gross profit rate of 

25% but aim for about $785,000 of 

sales (Interpolate). 

3. Increase gross profit rate from 

25% to 26% and aim for volume 

close to $750,000. Note that $750,- 

000 of volume at 26% gross profit 

should produce $52,600 profit. 

Choosing the latter alternative will 
result in the illustration shown in Ex- 
hibit E. 

The question may now be asked as 
to how a 26% rate of gross profit 
can be realized. Here is where good 
management must sharpen its pencils. 

Naturally, each sales dollar is not 
going to produce 26% gross profit. 


$750,000 


Therefore, a “Target Sales Mix” must 
be worked out. 

The illustrative sales mix as shown 
in Exhibit F indicates that The All- 
wood Company is going to aim for 
retail sales, bearing a 33% gross profit 
on $150,000 volume and the balance 
of sales to contractors at varying rates 
of gross profit. Once the desired sales 
mix is determined the next step is to 
plan the distribution of these sales (or 
sales quota) that should be expected 
each month during the year. 

Once the course of action is deter- 
mined, and management has decided 
upon its method of carrying out this 
course, it is important that the figures 
are scrutinized monthly, so as to de- 
termine if the course is being followed 
and future remedies if it is not. 

How is the policing of figures going 


to be carried out? 

1. Cost out sales so as to determine 
the gross profit earned and note if the 
sales mix is in line with the “target 
sales mix” originally set-up month by 
month.. 

2. Prepare monthly statements of 
expenses. 

3. Determine whether or not ex- 
penses are in line with the forecast. In 
total they should equal the sum of: 

A. Approximately 1/12 of fixed 
expenses 

B. Plus the variable percentage of 
sales for variable expenses. 

By knowing the excess or deficiency 
monthly, in sales and expenses, man- 
agement is alert to variances upon 
which action may be taken in the 
succeeding months. 


FINANCIAL GUIDEPOSTS 


CURRENT ASSETS TO CURRENT LIABILITIES 
(WORKING CAPITAL RATIO) 

Normally a low current ratio is a warning signal. It sug- 
gests that if the current assets should shrink (viz. inventory 
declines and sizeable uncollectible receivables) the company 
may not be able to meet its current obligations. Thus, more 
permanent capital may be required. Usually a 3-to-1 ratio is a 
healthy sign. 

By paying up current obligations and thus reducing cash, the 
current ratio can be sweetened. This is a form of window 
dressing. Hence, it is always necessary to note the adequacy 
of cash funds before credence can be given to the working 
capital ratio. 


NET PROFIT ON NET WORTH 

This ratio indicates the return on invested capital. Most 
successful companies on the New York Stock Exchange earn 
better than 10% (after income tax) on invested capital. I 
therefore maintain that the lumber dealer should earn at a 
minimum—15% to 20% (before income tax) of invested capital 
ee upon the income tax bracket of the company (30% 
to 52%). 

Don’t overlook the fact that invested capital is yesterday’s 
dollars and that today’s earnings are based upon today’s inflated 
dollars. Last year the average dealer earned only 8% to 10% on 
invested capital before income tax and probably only 4% or 
5% after income tax. 


NET SALES TO NET WORTH 

Is the invested capital of a company producing enough vol- 
ume or oppositely—is the company’s equity capital sufficient 
to adequately finance the volume of business of the company? 

Usually, sales amount to three times the equity capital of a 
company. However, there are exceptions to this rule-of-thumb. 

For example, long-term debt may supplement a lower in- 
vested capital and therefore, the sales should be more than 
three times the net worth. Or, the sales mix may be in favor 
of more profitable margins and therefore, less than 3 to 1 
ratio may be adequate. 

While the ratio of sales to net worth increased slightly in 


1959 over 1958, profits declined. Perhaps it may have been 
better to not strive for more sales volume, but instead for more 
profitable sales. 


AVERAGE COLLECTION PERIOD 
The method for determining the average collection period is: 


Accounts Receivable 
Net Credit Sales 


The average collection period should not exceed forty-five 
days. 

I have always recommended that beyond this 45 days, a 
carrying charge be made. It should be pointed out that the 
profitability of a sale varies inversely with the collection period. 


% x 360 days 





INVENTORY TURNOVER 

The number of times a company moves an average inventory 
within a year is referred to as the inventory turnover. Hence, 
the formula is: 


Cost of Sales 





= Inventory turnover 
Average Inventory 


However, it should be remembered that while a rapid turn- 
over is a healthy sign, rapidity in turnover in itself is not 
enough. Sales must bring a fair rate of gross profit if rapid 
turnover is going to be more than a mere exchange of dollars. 

A rule-of-thumb is that the average yard should have a 4 or 5 
time turnover of inventory annually. 

Inventory turnover can also be expressed in terms of the 
number of days it normally takes to liquidate an average in- 
ventory. This is simply done by dividing the turnover into 360 
days. Thus, a 5 time inventory would indicate that it takes 72 
days to liquidate an average inventory (360/5). 

By adding the number of days that it takes to liquidate an 
average inventory to the number of days it takes to collect the 
average receivable, we can determine the period of time that 
will normally elapse between the date of purchasing merchan- 
dise to the date of realizing cash therefrom. 
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Building 
KMiaterials 


MERCHANDISER 


(American Lumberman) 


New Sales Aids 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 





Evanite Selling Center 

A new silent salesman display shows 
20” x 24” samples of five new Evanite 
hardboard prefinished panels. A_litera- 
ture rack on unit holds colorful folders 
showing uses of the material in ceilings, 
exterior and interior walls, accent pan- 


Promotes Constellation Series 


A new point-of-purchase unit is de- 
signed to help dealers promote Kentile’s 
new Constellation Series. The six new 
vinyl asbestos tiles in the line are adorn- 
ed with glitiering metallic flecks in a 
field of color. The 9” x 9” tiles are avail- 
able in standard gauge thicknesses of 
1/16”. 

The display contains actual 3” x 3” 
samples of Constellation’s Virgo white, 
Leo black, Libra green, Aurora white 
and Aries beige as well as a full 9” x 9” 
sample of Orion ivory. Made of heavy 
cardboard, with an easeled back, the 
counter unit can be set-up in just a few 
seconds. Kentile, Inc., Dept. BMM, 58 
Second Ave., Brooklyn £5; x 

Circle No. 223 on Handy Cover Card 


els, as well as in children’s furniture and 
toys. 

The new unit is vertically designed to 
use the least amount of a retailer’s 
showroom floor space. Evans Products 
Co., Hardboard Div., Dept. BMM, 
Corvallis, Ore. 

Circle No. 220 on Handy Cover Card 


Unitized Lumber System 
Bulletin Available 


A colorful wall bulletin outlines com- 
plete details of Southwest Forest Indus- 
tries’ new “Lumber Unitizing System.” 
The handy reference is of special inter- 
est to dealers having access to a rail 
siding and who own fork lift equipment 
ranging in capacities of 2-to-8 tons. 

The system is a process by which ran- 
dom-length lumber is packaged, bundled 
and finally unitized into easily-handled 
components, which are weight-coordi- 
nated to capacities of various fork lift 
trucks. 

Profusely illustrated, the bulletin 
shows step-by-step unloading procedures, 
together with yard equipment neces- 
sary, plus helpful optional extra tools. 
Write Southwest Forest Industries, Inc., 
Dept. BMM, 411 North Central Ave., 
Phoenix, Ariz. 

Circle No. 221 on Handy Cover Card 


G-P 1961 Forest Products 
Catalog Series Announced 


A new 1961 forest products catalog in 
color, published by Georgia-Pacific 
Corp., actually is a series of four sec- 
tions covering: 

1. “Decorative Paneling.” 

“Siding, Fir Paneling, 
and Subfloor-Underlayment.” 

3. “Overlaid GPX Plywoods and 
Standard Fir Plywoods.” 

4. “Hardboards.” 

The four sections, which will be in- 
cluded in the 1961 Sweet's files, may be 
ordered free of charge as a group cr sin- 
gly by writing to Georgia-Pacific Corp., 
Dept. BMM, Equitable Bldg., Portland 
4, Ore. 

Circle No. 224 on Handy Cover Card 


Sheathing 
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Ramo CALCULATOR 


Shingle Coverage Calculator 

A new, easy-to-use cedar shingle cov- 
erage calculator takes the guesswork and 
tedious arithmetic out of shingle esti- 
mates. It makes it possible to determine 
quickly the coverage in square feet of a 
standard bundle of 16” Fivex, 18” Per- 
fection or 24” Royal shingles when ap- 
plied at various weather exposures for 
roofs and nails. 

For a free Certigrade shingle cover- 
age calculator, which fits easily into a 
shirt pocket, write to Red Cedar Shingle 
Bureau, Dept. BMM, 5510 White Bldg., 
Seattle 1, Wash. 


Circle No. 222 on Handy Cover Card 


New 10-Year Guarantee 

A new 10-year written guarantee a- 
gainst root invasion now is available to 
homeowner buyers of Carlon “D” Plas- 
tic Sewer Pipe. Coinciding with the an- 
nouncement that Carlon “D” meets all 
FHA requirements, this guarantee pro- 
vides contractors and builders with new 
sales advantages. 

Of prime importance in the guarantee 
is the Carlon solvent weld joint. Easily 
made with handsaw and paint brush, 
this joint becomes an integral part of the 
pipe in just a few minutes after the sol- 
vent has set. This permits house-to-main 
runs of Carlon “D” to be ssembled 
above the trench and then lowered in 
place. Carlon Products Corp., Dept. 
BMM, P. O. Box 133, Aurora, Ohio. 

Circle No. 225 on Handy Cover Card 





The Best of Art Hood | 





The Worst Mistake | Ever Made 


Mistakes can be turned into gains if they are identified and corrective 


On the theory that we can learn from others—as well 
as our own—mistakes, we are printing a listing of these 
that we received from dealers: 


“Failure to train salesmen.” 
“Hiring unproductive salesmen.” 


“Not putting enough thought and planning into the 
recruiting and selection of new employes.” 


“Not going into package selling five years ago.” 


“Delay in putting in effective credit controls when 
company began to increase substantially in size.” 


“A policy of sending people to a bank for Title I and 
home financing. Lost control of sale and many times 
lost the complete sale.” 


“Bought large stocks of old style merchandise during 
ae of shortage and then failed to dispose of it at a 
profit.” 


“Our most serious mistake was in not putting in com- 
aw tery of building materials years ago—we handle only 
umber.” 


“Most serious mistake was, and still is, not selling the 
wide open market for package and end use selling.” 


“Depending upon contractor for high percentage of busi- 
ness. 


“Buying a line that was good, but the manufacturer’s 
representative did not help us sell this to architects, contrac- 
tors and ourselves.” 


“Failure to adequately control extension of contractor 
credits.” 


“Hiring relatives and have found it hard or almost im- 
grr: fire some of these people.” 


“Takifig on a new line with only the promise from the 
salesman that he would help acquaint and train our people 
on the item. He got the order—we never see him anymore.” 


_ “Our most serious mistake in policy was to be unbend- 
ing in holding to a high price line. The net result—we 
lost much of our contractor business. This together with 
a lack of training of sales personnel gave us nothing to 
replace our lost volume with profitable volume.” 


“Not having adequate records during fast postwar ex- 
pansion of inventory and credit and not rectifying condi- 
tion that time.” 


ART HOOD, con- 
sultant to Building 
Materials Merchan- 
diser, has conduc- 
ted 97 management 
workshops for deal- 
ers and is director 
of the Building In- 
dustzies Marketing 
Institute at Purdue 
University. “The 
Best of Art Hood” 
will appear regular- 
ly in this magazine. 


_ “Distributing too much of our annual profit. Not retain- 
ing enough for additional working capital, reserves and 
expansion.” 


“Continuing unprofitable lines and services without cor- 
recting prices or dropping the line sooner.” 


“Waited too long to build a modern store and display 
room in connection with the lumber yard. When we finally 
got around to it, it has proved very profitable.” 


“Not discovering that we are selling items for too little 
profit, thinking volume was the answer.” 


“When remodeling the store, instead of expanding on 
the ground, we built it one story higher. Consequently, we 
are cramped for room on the first floor where 90% of our 
store traffic is, and have plenty of room on second floor 
where traffic is at a minimum. It is very difficult to get 
customers to the second floor.” 


“Expanding the retail store and showroom on the pre- 
sent site which is limited in space and not on a heavily 
travelled route.” 


“Failure to follow trend to different construction mate- 
rials, thereby losing market for outside walls (to block 
plants), floors (ready-mix plants), roofs (to applicators).” 

“Not getting a mechanized bookkeeping system sooner.” 


“Gave contractors 10% discount and then tried to cut 
it to 5%.” 


It is hoped that our readers will find here one or 
two hitherto unrecognized perils to their profit and will 
take action to remove it. 


We are indebted to Pete Bowers, W. D. Bowers Lum- 
ber Co., Frederick, Md., for the suggestion which led to 
this research. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box- numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 








WANTED: Manager for small retail hard- 
wood yard in large North Texas city, salary 
and bonus. Real opportunity for live wire 
manager thoroughly experienced in sales and 
collections. You will have complete charge 
of operation. Must have high grade refer- 
ences. Write giving age and resume of past 
experience. Address Box 0-27 American 
en & Building Products Merchan- 
iser. 





Northern Indiana yard needs experienced 
aggressive man able to assume responsibilit 
in sales and management of retail yard with 
large volume retail sales and component con- 
struction organization with land develop- 
ment. Salary commensurate with ability, to 
be determined in personal interview. Address 
Box 0-23 American Lumberman & Building 
Products Merchandiser. 





: SALESMAN 
Experienced lumberman to sell contractors 
in large metropolitan area. Draw accoun! 
and a Address Box O-34 Building 
Materials Merchandiser. 





We need a young man with several years of 
selling lumber, millwork and builders sup- 
plies, as well as builders hardware, etc. We 
need a reliable, honest and energetic person 
who can take over complete lumber, mill- 
work and building material business as Man- 
ager as soon as he developes the capabili- 
ties. Extra good opportunity for bright 
intelligent fellow. Address Box O-35, Build- 
ing Materials Merchandiser. 





Are You Management Material?—Expanding 
retail lumber and miilwork firm in New Jer- 
sey is looking for you if you can qualify for 
Assistant Manager’s positions. Prefer men 
living in New Jersey or Eastern Pennsylvan- 
ia. Write Box 0-33 Building Materials Mer- 
chandiser stating fully why you think you 
should be considered for a well paid position 
in a large volume yard with wonderful op- 
portunities for advancement. 





SITUATION WANTED 





MISCELLANEOUS FOR SALE 





Buyer—Sales Executive 
Competent, experienced lumberman, widely 
diversified background. Thorough knowledge 
of, and wide acquaintance in, lumber and 
building material industry. Address Box 
0-30 Building Materials Merchandiser. 





Bookkeeper, familiar with lumber terms, de- 
sires employment in distribution yard, some 
manufacturing or wholesale. Self employed 
for some time. Middle age. Address Box O-32 
Building Materials Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











Expanding distributor of millwork, lumber 
and building materials needs experienced ag- 
gressive salesman to cover Northern Indiana 
and Southern Michigan. Salary plus commis- 
sion. Address Box 0-24 American Lumber- 
man & Building Products Merchandiser. 





BUSINESS WANTED 











WANT TO BUY—Small to medium retail 
lumber yard in Southwestern or Western 
OHIO. Address Box 0-28 American Lumber- 
man & Building Products Merchandiser. 





BUSINESS FOR SALE 











Lumber & Building Supply Yard 

with modern millwork plant including dry 
kilns, Railroad Siding with lift truck facili- 
ties, 35,000 sq. ft. shed space. Very favorable 
ten years tax exemption for manufacturer, 
located in Western Maryland. Real estate 
can be leased or purchased. Have pre-fab 
department. Reason for selling: To settle es- 
tates. Address Box O-25, American Lumber- 
man & Building Products Merchandiser. 





LUMBER YARD —for sale or lease. Chicago’s 
finest N. W. suburb. All lumber under 
sheds. Side track. Reply stating manage- 
ment experience, cash available, bank ref- 
erences. Address Box N-68 American Lum- 
berman & Building Products Merchandiser. 





FOR SALE 
Lumber and Builder Supply Yard 

Located in Central Pennsylvania city—Trad- 
ing Area 140,000 Population. Annual Volume 
$900,000—-Railroad Siding—All Buildings and 
real estate can be leased—Profitable opera- 
tion. Reason selling: To settle estates. Ad- 
dress Box 0-26 American Lumberman & 
Building Products Merchandiser. 





EXCELLENT BUSINESS INVESTMENT 
Plant and Inventory—well located lumber 
yard. Serves five North-western counties of 
Colorado. Excellent annual volume. Priced 
for quick sale. Address Box 0-31 Building 
Materials Merchandiser. 


CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





FOR SALE 
One Complete 8 foot band Mill—Powered 
with 250 H. P. Steam plant. Call or Wire 
Collect 
KNOKE LUMBER COMPANY 
Regent 3-4483 
311 NORTH LINWOOD AVENUE 
APPLETON, WISCONSIN 





MACHINERY FOR SALE 





12 inch moulder (does 4 side planing, T&G, 
and moulding work.) Rugged continuous 
duty machine. S. A. Woods model No. 701 
Ballbearing. Has 5 builtin motors (one each 
spindle) 222 volt 3 phase. Excellent condi- 
tion. Large assortment of standard knives 
Round and square heads. Jointing attach- 
ment. Priced for quick sale. Liberal terms 
Will trade for construction grade lumber 
Make offer to 
MARVIN W. COLEMAN 
23575 Brest Rd. 
Taylor, Mich. 
Av. 3-1208 





ADVERTISERS’ INDEX 








FOR SALE—In Bradenton, Florida—Estab- 
lished retail lumber yard with highly prof- 
itable pressure treating plant. Will sell for 
equipment and materials inventory. Lease 
building and property. K. B. Kimball, P. O. 
Box 392, Christiansted, St. Croix, U.S. Vir- 
gin Islands. 





MISCELLANEOUS FOR SALE 











For Pennies! 

2 cars 4’ Oak sticks 4¢ ea 
2 cars 6’ Oak sticks 5¢ ea 
2 cars 8’ Oak sticks 6¢ ea 


Gaiennie Lumber, Shreveport, La. 
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Azrock Floor Products Div., 
Uvalde Rock Asphalt Co. 


Bestwall Gypsum Co. ..... A 
Brown & Co., George C. ... 
Brown Stove Works, Inc. 
Columbia Mills, Inc., The 


Fairgate Rule Co., The . 
Ford Div. of Ford Motor Co. 


Ives Co., The H. B. . 


L-CO Cabinet Corp. .... 
Lober & Associates, M 
Lufkin Rule Co., The 


Mauk Lbr. Co., The C. A 
Mauk Seattle Lbr. Co. 


National Manufacturing Co 


Pacific Lbr. Co., The 
Pickering Lbr. Corp. i Pre ef 
Pierce & Stevens Chemical Corp 


Southern Screw Co. 

Tarter, Webster & Johnson, Inc. 
Trinity White Cement 
Twin-Tilt Truck Co. 


U. S. Aluminum Siding Corp. 





G-P Expands into Florida 

PORTLAND, OreE.—Georgia-Pacific 
Corp. has expanded its building mate- 
rials distribution system into Florida. 
It purchased the Tampa and Orlando 
jobbing facilities of Plywood Supply 
Co. of Atlanta. DeLeon Shephard 
heads wholesale warehouse 63 in Tam- 
pa, while Frank D. Mainville, Ply- 
wood Supply’s Orlando manager, re- 
mains in that capacity for G-P at 
warehouse 64. 


65 





Advice to young secretaries: Take your shorthand at arm’s 
length. 
* * * 
Mrs. Jones to the maid: “My husband doesn’t like me in 
this nightgown so you may have it.” 
Maid to Mrs. Jones: “I’m afraid it wouldn’t be much use, 
Ma’am. He doesn’t like me in it either.” 
* ok * 
D’ja hear about the Indian who couldn’t tell heads from 
tails? He has the wildest collection of scalps. 
* oF os 
“Have your eyes ever been checked?” 
“No, they’ve always been blue.” 
* oa * 
Some men defy old age, still believing they’re as good as 
they never were. 


Doctor: 
Patient: 


* * * 


Have more fun in 61. Why not? Simply stock a complete 
line of MAUK products. Every item is known by reputation. 
Self selling because it’s satisfying. Result for you—automatic 
customers, increased profits and a business based on the best 
available merchandise. Such a business almost runs itself. 

So, take off, Mr. Lumberman. You can afford the time. You 
can afford the fun. You bought from MAUK in ’61. 

* * * * * * sd 

Simple Celia says marriage doesn’t become a paying propo- 
sition for many women until it’s over. 

* * x * * * * 
NOW HEAR THIS 

Time for Mauk Action—“Mauk Action” in Fir Plywood that 
is. 

We are now mailing a weekly PLYWOOD BULLETIN cov- 
ering Market Conditions—Prices—Offerings—and other perti- 
nent points of interest. For those who wish to receive this 
Pearl of Wisdom, please drop us a line along with your ply- 
wood inquiries, which incidentally will be quoted most com- 
petitively. 

What’s the charge for the PLYWOOD BULLETIN? No 
charge—we give this away just like we do everything else? 

—Call Del or Don at MElrose 3-0300 in Seattle— 
* 


a om * * 
Do you know what Dep'’t.: 
Do you know what a married man is? One who may have 
one wife too many without being a bigamist. 
Do you know what a bigamist is? A man who rings twice. 
Do you know what the perfect union is? You and MAUK 
merchandise, of course. 


ca * * * * 


MAUK Seattle Lumber Co. 


Seattle, Washington 
* * * 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 


Circle No. 20 on Handy Cover Card 





new LITERATURE 


Time-Saving Card——See Back Cover 


Want to Build a Sportsman’s Corner? Free plans show 
how easily a Sportsman’s Corner can be built in the corner 
of a living room, den, recreation room or even a bedroom. 
The slim built-in provides a place to work, safe storage 
for valuable equipment and a rack for magazines. In the free 
plan, wood grain Marlite is used on the cabinets, plain white 
for the table top. Marsh Wall Products, Inc., Dept. BMM, 
Dover, Ohio. 

Circle No. 230 on Handy Cover Card 


Resilient Floor Tile. A full-color, 12-page catalog shows 
the maker’s complete lines of resilient floor tile, cove base 
and feature strip. Included are styles and colors available in 
Vina-Lux vinyl asbestos floor tile, Azrock Asphalt tile and 
Azphlex grease-resistant tile. For a copy of the catalog, write 
to Azrock Floor Products Div., Uvalde Rock Asphalt Co., 
Dept. BMM, P. O. Box 531, San Antonio 6, Tex. 

Circle No. 231 on Handy Cover Card 


Formica Doors. A new folder gives advantages, construc- 
tion details and specifications of Formica doors for interior 
installations. For a free copy of the “Formica Doors” folder, 
write to Formica Corp., Dept. BMM, 4614 Spring Grove 
Ave., Cincinnati 32, Ohio. 

Circle No. 232 on Handy Cover Card 


Hardwood Flooring. A new booklet provides full informa- 
tion about Thailand Teakwood hardwood flooring. It contains 
details about the sizes, patterns and dimensions available, plus 
two pages of instructions on installation of this teakwood 
flooring as new or over existing floors. Write Thailand Teak- 
wood Importers, Inc., Dept. BMM, 228 N. LaSalle St., Chica- 
go |, Ill. 

Circle No. 233 on Handy Cover Card 


Cabin Plans. “Ideas for Vacationland Homes” is the title 
of a 8%” x 11”, 16-page book. Ten houses are shown in full 
color. Somewhere within the 10 designs is a vacationland home 
for everyone, for every type of site and every geographical 
location, it is said. Single copies of the book are free. Western 
Pine Association, Dept. BMM, 510 Yeon Bldg., Portland 4, 
Ore. 

Circle No. 234 on Handy Cover Card 


Outdoor Displays. Ten ways to promote the sale of homes 
with all-weather outdoor displays are shown in a new four- 
page bulletin. Included are illustrations and prices on the 
manufacturer’s line of real estate pennants, banners, signs and 
bumper strips. Midland Plastics Co., Dept. BMM, 225 N. 
New Jersey St., Indianapolis 4, Ind. 

Circle No. 235 on Handy Cover Card 


Concrete Forming. A new six-page catalog outlines the wide 
range of Simplex concrete forms for light commercial con- 
struction. It also graphically illustrates the flexibility and 
versatility of the Simplex patented system of forming. Simplex 
Forms System, Inc., Dept. BMM, 5605 Industrial Ave., Rock- 
ford, Ill. 

Circle No. 236 on Handy Cover Card 


Weatherstripping. A new 1961 catalog shows Zero’s newest 
weatherstripping designs in full-size detail. The new Zero 
products shown include: new sound insulation twin-seal sad- 
dies; adjustable astragals with or without wool pile inserts and 
special door top protectors against water seepage for doors in 
curtain wall construction. Zero Weather Stripping Co., Inc., 
Dept. BMM, 453 E. 136th St., New York 54, N. Y. 


Circle No. 237 on Handy Cover Card 


Lustragray Glass. Photographs of buildings in the new 
quarterly issue of “Creative Ideas in Glass” show how day- 
lighting has been balanced by the use of glare-reducing Lustra- 
gray glass in windows and curtain walls. Text explains how 
Lustragray in a home has the advantage of bringing the out- 
doors inside in its full natural color, but with glare toned 
down. For copies of the booklet, write to American- o-7 


Gobain Corp., Dept. BMM, 625 Madison Ave., New York 22, 
Sy 
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YOU WOULDN'T BUY CHEAP SHEARS THAT 
DON’T CUT, NO MATTER HOW LOW THE PRICE... 


A7lhy buy 
Cheap 
Power Mowers 
hat wont 


cut anythin = 
but your vow throat! 


CBusiness) ~~ 






















ORDER TODAY 


-.. as few or as many as you want. 
Second rate cheap mowers cut down your sales and profit, and 
lose customers. Make the switch to top quality... LOBER-DAVIS All accounts welcomed. 
QUALITY...and watch those sales roll in! 
if your mowers don't have these features you can't 
cut in on the big sales and big money profit! 


Phone or write right now for details of our 
New Merchandising Plan that Guarantees your profits! 







































Remember ... every LOBER- 
DAVIS power mower you sell zs T 
means another satisfied cus- 
tomer who'll keep coming S 
back to your store! What’s Cd 
more, only LOBER gives Q 
you GUARANTEED 
SALES. No other manu- 5. 
facturer can make this Lite cert DePont Prime Detoe Behed | Steet Braces cor- | Easily adjustable cutting | 1960 Silent MuMer eiminates 
statement! 25s engineered | Enamel Finish top and bottom. | ners provide greater rigidity for | heights ouag aie 
ryphysty just lhe finest automobile | reeltihe cut 
fan sh 
p , i 
Oe © | mas . . 
S, ts 0 
; ernesiare | | =| sitenins —e 
An~ y ul 
Fd patented 
6 2 WWW 6. $ Gengin G ts 
A rr W just two 
cmos | Gominc trae | memes | poterereraae's | Smo 
pression spring on cach axle easy job of cutting dense weeds | replace i) 
ovides ease of operation oF stems, 



























MODEL DFP— MODEL R-60— 
Gorgeous George Mr. Aristocrat 
Super DeLuxe eel 
22 inch, 242 HP 18 inch, 2 HP 


25 inch, 3 HP 22 inch, 3 HP 















AUTOMATIC 


SWITCH STARTER 
A Wise Man Sells LOBER-DAVIS 
Top Quality That Builds Business & Profits! 


© Big 25-inch 
(Swath Cut) 
3 HP 










© Big 22-inch (Swath Cut) 3 HP 
"pegnemenepagrrn MAIL COUPON NOW — ————— 4 

M. LOBER & ASSOCIATES | 
| 7 Central Park West, Dept. L-1-2-61, N.Y. C. 23 


| Gentlemen: YES! I want guaranteed sales. Please rush me | ‘ 
full information immediately. 
ek ett Laks aly iy ee ed dpe ates eb vis | 
Te nw chebabee | Ea VE 
NE iach sshesiews ERE ON | ° AND ASSOCIATES 


| TelPRONE 2... ees eeeeee ee eeeeccccencsssssocesees | The World’s Largest Producers of Power Mowers 1 ee Raff a eens, ws. 
lc caneaid Zone ...... © RTE | 7 CENTRAL PARK WEST, N.Y.C. 23, N.Y. JUdson 6-2117 of pascipt of your onder. y 
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Sent Modern, streamlined merchandising is an integral 
= Zz o part of today’s busy hardware store operation. 
aE Z National Manufacturing Co. is constantly on the 
1? _ 
av alert for new and better ways to package hard- 














ware—the new Serv-A-Pac is a good example. 
National's Serv-A-Pac is convenient for you and 
your customers . . . just cut open the corrugated 











Graphic cartons 
minimum floor : 
versatile No. 101 
of a counter, a 
in pairs for an i: 
you can put this 
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Nanda! 
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mi 2 = ; > diser, complete with Picto-Graphic label that tells 
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NATIONAL MANUFACTURING CO. 


171101 First Avenue Sterling, Illinois 
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TIONAL No. 101 MERCHANDISER 


ed for use with National's Visual Pacs and Picto- 
ic cartons to give maximum display value in 
m floor space. Stimulates impulse buying. The 
le No. 101 Merchandiser can be used at the end 
counter, against a wall, or placed back-to-back 
s for an island display. Write today to learn how 
in put this profitable merchandiser in your store 





